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RECIPE 



for an American Institution! 



XMSERT a hot frankfurter in a roll. Bedeck with 
^ mustard, and add onions, ketchup, or other con- 
diments to taste. Serve in homes, at hall-parks, 
road-side stands, and, on one notable occasion, at a 
White House reception/ 

Recipe for a Community Institution: 

Take a sincere and genuine interest in the fur- 
therance of every worthy community enterprise, 



and add valuable public services that earn the 
respect and appreciation of the community 
served. That's what Fort Industr)' Stations do. 
lhat's why each Fort Industry Station is alert 
to local needs, local preferences; is part and 
parcel of the community it sers'^es. And that is 
why advertisers, who demand results, find the 
prestige of Fort Industr}' Stations pays off in 
terms of community response. 




THE FOKT l>DUSTKY COMPANY 

Vi SIM). 'I i.lodo. O. • \V^\■VA, W lici liiif:. W. Va. • W.^LM.N. FainiioiiU \V. Va. 
WLOK, Lima, (). • WAGA, Allaiila, Ga. . WG US. .Miami, Fla. • WJHK. Ih-lroiU .Mirli. 
iN«fi«(f(i/ S<tleK llriulijiiarters: 327 L<'x!nf;iuii Ate., jVcir )'<>rAr / KIthtrtido ;j-J?4.>j 



" ^ tttt ran haiih on ti 
Furl hidiislrv Sldlitin" 
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BUDGETS UP IN 
RADIO-MINDED 
DEPT. STORES 

GENERAL FOODS 
SALES UP, 
INCOME DOWN 



TV HOMES PREFER 
VIEWING TO 
LISTENING 



RALPH EDWARDS 
MUST COMPETE 
WITH OWN RECORD 



TV LEAFING 
RADIO'S BOOK 



REGIONAL 
SPONSORS 
USING E.T. 'S 



GENERAL MILLS 
SPLITS AD 
ACCOUNT 
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April 1948 

Department stores using radio have increased broadcasting budgets 
5 to 50%. Majority increase is in 5% area. Figures announced by 
Howard P. Abrahams of NRDGA late March. 

-SR- 

Net sales of General Foods, extensive user of radio, increased 
27.9% in 1947. Net profit was 4.5% of sales against 6.5% during 
1946. Net earnings were $29,064,000 in '47 against $34,180,000 in 
'46. Despite narrower margin of profit GF expects to use more 
broadcasting. Total net sales must be increased since profit margin 
is declining. 

-SR- 

While 46.8% of New York's TV homes interviewed by Hooper were view- 
ing Kaiser-Frazer "Original Amateur Hour" (WABD) , no radio program 
had 10% of these homes listening. Highest-rated radio program in 
TV homes was Jack Benny with 6. Benny's rating throughout Hooper 36 
cities previous Sunday was 24.7. (No Hooperating was made February 
8, day of Hooper's telerating. ) 

-SR- 

Ralph Edwards, having given his sponsors taste of top audiences for 
"Truth or Consequences," now must come up with new contest every few 
weeks. Special Hooperating taken for program gave broadcas t 31.7 on 
night contestant named Jack Benny the Walking Man, making it number 
one in March 15 report. Second program was Jack Benny with 31.4, 
following night. 

-SR- 

CBS-TV presentation of half hour from different Broadway play each 
week for Lucky Strike starting April 6 turns clock back over a 
generation. September 3, 1927, Old Gold began broadcast of inter- 
views and bits of Broadway hit each week via NBC. 

-SR- 

Top transcribed package programs permit regional advertisers to do 
more intensive job. Ziv's packages are aired in 11 cities for 
Iroquois Brewing Co. of Buffalo in latest regional sale. Other 
leading regional Ziv customers are First National Stores (23 sta- 
tions), Tivoli Brewing (8), Wiedemann Brewing (6). Since Petrillo 
record ban Ziv's business has increased 27%. All-Canada Program 
Division announced late in March that its transcription business had 
increased 62% since August. 

-SR- 

Knox Reeves, for years thought of in advertising circles as house 
agency for General Mills, will share GM business with number of 
agencies in future. Food organization's product line is so exten- 
sive that it will select agencies best equipped to handle various 
items. BBD&O and Dancer-Fitzgerald-Sample will be two of them. 
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THOSE WHO LIKE 
COMMERCIALS WANT 
'EM STRAIGHT 



MANUFACTURER- 
DEALER BLOCKS 
INITIATED BY GE 



WLW BACK IN 

PROGRAM 

BUSINESS 



300.000 TV 
SETS IN MARCH 



TUCKER (AUTO 
MANUFACTURER] 
TO ANNOUNCE 
OWN SHOW 



TV SERVICE IN 
HOTEL ROOMS 



44,000,000 SETS 

LICENSED 

IN EUROPE 



$250,000 CO-OP 
BUY SETS RECORD 



Listeners who like advertising most like singing commercials least. 
This was revealed in National Opinion Research study, "The People 
Look at Radio," paid for by NAB. Dr. Paul Lazarsfeld explained by 
saying that those who want to hear advertising want to hear manu- 
facturers' claims, not be amused by song (see page 34). 

-SR- 

Number of manufacturers are following General Electric lead and 
planning program blocks with different dealer sponsorship each 15 
minutes . Belief is that cumulative effect of one or two hours of 
time devoted to single manufacturer will have saturation effect on 
listener. First GE time-buy of this type is one hour five days 
weekly on Al Jarvis' "Make Believe Ballroom," over KLAC, Hollywood. 
GE pays half, each dealer pays half of his time period. 

-SR- 

WLW's AFRA contract negotiated last fall has put it back into pro- 
gram production business. New AFRA rates for WLW are approximately 
40% lower than N. Y., Chicago, or Hollywood. For past few years 
WLW was on parity with great production centers and thus couldn't 
offer sponsors programs at price. It's producing programs not 
heard on WLW. feeding them to regional networks. 

-SR- 



TV set and kit production in March will pass 300.000 receivers when 
all reports are in. 
250,000 sets. 



February record (as reported by FIMA) was over 
-SR- 



Preston Tucker, president of Tucker Corporation, is taking voice 
lessons. He will personally handle commercial continuity on Tucker 
automobiles during John B. Kennedy broadcasts (ABC). He feels that 
direct manufacturer-to-prospect continuity will provide vital 
personalized selling factor. 

-SR- 

Thirty hotels will have TV in every room before year's end, recent 
survey by American Hotel Association indicates. None of these plan 
service free — average cost to guest will be $1 daily. 

-SR- 

There were 44,000,000 licensed radio set owners in Europe at end of 
1947, according to figures made available by European Broadcasting 
Conference. More than half these sets are equipped with short wave 
bands which permit them to receive short wave commercial airings. 

-SR- 

Philadelphia & Reading Coal & Iron Company placed contracts totaling 
5250,000 in time and talent for ABC co-op program "Gang Busters." 
This is biggest single co-op buy in radio history; covers 52 weeks, 

22 cities. 
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TESLIT 



in Oklahoma City . . . 




Sty 




"^41 



Consumer Panel Measures 
Consumer Keaction Precisely 

Oklahoma City is much more than a "test 
market." Oklahoma City is a recognized marketing 
test laboratory equipped with a precision measuring 
instrument for charting the ehh and flow of adver- 
tised merchandise. 

■ The Oklahoma City Continuing Consumer Panel 
composed of 400 representative families can actually 
define the total potential market for any product 
classification. It can explore the most intimate 
details of brand standings and the reasons behind 
them. 

If you have a testing problem involving a new 
product, or an old one; a new advertising approach, 
or a merchandising idea, take advantage of Okla- 
homa City's ready-made marketing test facilities. 
Write today for details. 

QUARTERLY REPORTS AVAILABLE 

(Consumer Panel reports of the final quarter of 
1947 are now available without charge on brand 
standin;^s, unit and dollar volume, unit weight and 
size, and place of purchase in 40 selected food and 
drug classifications. When requesting reports, 
please specify classifications in which you are 
interested. 



OWNED AND OPERATED BY THE OKLAHOMA PIIIILISIIING CO. . THE DAILY OKLAHOMAN OKLAHOMA CITYTIMES 
THE FARMER-STOCK.MAN—KVOR. COLORADO SPRINGS AND KLZ. DENVER UNDER AFFILIATED MANA GEMEN 



APRIL 1948 



i 



3 



SPONSOR REPORTS 1 

40 WEST 52ND 4 
MR. SPONSOR: HARRISON J. COWAN tlO 

P. S. 12 

NEW AND RENEW 17 
WOMEN'S PARTICIPATING PROGRAMS 23 

TV PROMOTION 26 

TEEN-AGERS LIKE MYSTERIES 29 

DIALING HABITS: PART TWO 30 

$3,000,000 FROM $1,500 33 

IN THE RURAL INTEREST 34 

MOTION PICTURE ADVERTISING 36 

AM PROGRAMS ON FM 40 

STARTING WITH A GIVE-AWAY 43 

PEACE - - IT S WONDERFULI 44 

MR. SPONSOR ASKS 48 

SPOT TRENDS 54 

CONTESTS AND OFFERS 60 

PEOPLE LOOM AT RADIO 72 

SIGNED AND UNSIGNED 77 

4-NETWORK COMPARAGRAPH 83 

TV-FM 92 

BROADCAST MERCHANDISING 100 

SPONSOR SPEAKS 102 

APPLAUSE 102 




Publulifd mODtbly by tPOXtOR puBLlCAIlOxt inc. Eiecutive, 
Edilonil, tad Advertnin? Offices: 40 Weal 52 Street, New 
York 19. N. Y. Telephone: Plaia 3-6216. CbicuoOffice: 75 E. 
Wacker Drive, Telephone Finsnoa) 1 556. Publication Offices: 
SSOO North .Mervine Street, Philadelphia 41, Pa. Subscrip- 
tions: United States 15 a year; Canada iJ.SO. Single eopiM 50c. 
Printed in D. S. A. Copyriitbt I94S IPONIOR PUBLICAIIONI INC. 

Prendent and Publisher: Norman R. Glenn. Secret»ry- 
Treaeurer: Elaine C. Glenn. Editor: Joseph Koehler. 
Associate Editore: Frank Bannister, Charles Sinclair. Art 
Director: Howard Wechiler. Advertising Diri-ctor: Lester 
J. Blumenthal. Advertising Department: Edwin D. Cooper; 
(Chica«oM»najter)K»y Brown; (Lo« Angeles) Duncan A. Seott 
♦ Co.. 448 S. Hill St.; (San Francisco) Duncan A. Scott 4 Co.. 
UiUsBldn. Circulation Manager: Milton Kaye. 



COVER PICTURE: T>T>ical of the publicity vehicles that 
pay their stars and irive credit to the current [notion pictures 
of the leads ia Liu Radio Theater. Jane WymaJi and James 
^te«an hi\t been suests on many occasions. 



Wosi 52nd 

CANDY 

1 was pleased wjth your article on 
candy. 1 think you did an excellent job 
of analyzing the candy industry's use of 
radio, as well as touching on some of our 
other important merchandising problems. 

C. E. Rogers 
Advertising Manager 
Fred \V. Amend Co. 
Chicago 



VVe notice on page 40 of the March 
issue of SPO.S'sOR that a picture from our 
100th Anniversary souvenir book has 
been used and yet no credit line has been 
given to our company. Will you kindly 
explain to us where you obtained the per- 
mission to use the picture as we have no 
record of giving it out here. 

Your article on candy is very good, but 
we should have liked to have had some 
mention of our company since you made 
use of the picture. 

(Mrs.) Margaret M. Kedian 
Associate advertisiy\g manager 
New England Conjectionery Co. 
Cambridge, Mass. 

^ The phototUaph in question came to SPO.S'- 
SOR from a trade source. It was not identified 
as havlne heen used previously hy ilie Is'ew 
Ineiand Confectionery Cm. and ilius was not 
credited to liie ortlanlzallon. 



EDUCATION PLEASE? 

Wc cannot help but applaud the wis- 
dom in your lead editorial of the March 
issue. It has been our experience that 
radio as an industry spends less on pro- 
motion — and is less concerned about its 
effectiveness and appearance — than any 
other medium. 

As you know, we started our organiza- 
tion two years ago with quite a back- 
ground in broadcasting. Little by little, 
however, we have disassociated ourselves 
from all but a few radio accounts because, 
uniformly, we find radio clients unwilling 
to invest what it takes for the creation, 
production, and use of worthwhile pro- 
motion. They seem to be interested in 
getting out as cheaply as possible with 
no particular concern as to whether the 
promotion representing them does a job 
or not. Because of this attitude it has 
become a truism that today's station 
promotion contains more platitudes, 
humdrum copy, poor layout, and less 
originality than that of anyother medium. 

Conversely, we find the publication 

{Please turn to page 6) 



three little words... 




... a triple treat this time of the 
year, to Pittsburgh sport fans who 
look to WWSW to bring them an- 
other season of Pirate Games. 

For the 16th year, WWSW is battin' 
up with the Pirates at every game, 
at home and abroad. Audience re- 
sults? Last year, WWSW consist- 
ently pulled a lion's share of lis- 
teners. For example: on one broad- 
caat alone WWSW held 57.5% of 
the Pittsburgh radio audience. Sure, 
we've earned that title pittsburch's 

LEADING SPORTS OTATIOn! 

Yet sports is just one phase of 
W^VSW programming. Our popular 
music shows, news programs and 
other special features have wide 
appeal around the clock. But the 
best indication of their popularity 
is satisfied sponsors; local depart- 
ment stores, candy companies, dairy 
concerns, breweries, air lines, plus 
many national accounts*, hitch their 
sales wagon to WWSW. So, get on 
a sure sales winner . . . WWSW . , , 
the station that delivers MORE US- 
TENERS PER DOLLAR IN PITTSBtjRGH! 

*ask Forjoe 




Pitlsbvrgb's Leading Independent 





1 



One sfafton 

One set of ca// /etters v 
One spof on the di'af 
One rate card 




Over 5 Million People!-46% urban- 
54% rural! That's the Mid-America 
Mari<et (in the 213 counties within the 
measured Vrt millivolt circle of KCMO's 
50,000 watt daytime non-directional 
coverage)! KCMO has the power-the 
programming and the coverage to 
reach both city dweller and farmer. 
For complete ONE station coverage of 
this rich and expanding market, 
center your selling on 
Kansas City'* ^^^^ powerful station. 

• 50,000 WATTS DAYTIME Non-D/rectiono/ 
10,000 WAHS NIGHT - 810 kc 

XCMO 

KANSAS CITY, MISSOURI 
Basic ABC Station FOR MID-AMERICA 



r^J Notional Representative 



John E. Pcorson Co. 
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NO CLAIMS... 



^*tOcl THAT 

WIP ^%oduce^ 



EXAMPLE #1 



r 



We have a local program called "The Unseen 
Advisor". 7.00 P. M. nightly. Sponsored for 
seven years by the some client. Client recently 
felt he had saturated his market, dropped the 
program. We made this announcement: "We 
are thinking of taking this program ofF the air. 
If you want it to stay on, write us a letter." 
That is all we said. We made that announce- 
ment ONCE. We got 7,382 letters. No contest 
. . . no giveaway ... no premium. 7,382 
letters from one announcement. Period. 



WIP 



PHILADELPHIA 

BASIC MUTUAL 

Represented Nationally 
by Edward Retry & Co. 



Continued From page 4 



field much more alert to the value of wcll- 
thought'out promotion, and more aware 
that you get what you pay for. Perhaps 
this is why our original radio accounts 
have now been replaced by ten national 
magazines for whom wc regularly create 
and produce promotion material. 

Wc arc heartily in favor of your stand 
and >our emphasis on the fact that the 
time is now for broadcasting, as an in' 
dustry, to get on its bicycle and start 
promoting. The answer, as we see it, is 
less mumbo'jumbo and half'cookcd 
boasting. In its place I think we'd all 
welcome some constructive thinking, 
long'range planning, and quality promo' 
tion that reflects a maturity to which 
radio aspires. 

DiCK DORRANCE 

O'Bncji (3 Dorrance, New York 



Your editorial Some Education, Please 
March sponsor) is well conceived and 
nicely expressed but what happened to 
the other half of it the part addressed 
to the potential advertiser? You say, 
"We think they'll (radio men) find an 
appalling lack of appreciation of radio in 
a lot of important (advertising) execu- 
tives who should know better," and there 
you stop! 

Aren't you putting all the burden on 
the instructor and none on the student? 
Doesn't a successful educational process 
depend as much on the williiigricss to 
learn as on the ability to instruct? Why 
don't you train your editorial sights on 
that executive who is "waiting to be sold 
on broadcast advertising"? 

The successful users of radio do not 
rely upon a crystal ball in selecting net- 
work, station, time, and program. They 
devote a great deal of time, effort, and 
money to an exhaustive analysis of the 
statistical data made available to them 
by broadcasters and they put the material 
to good use. In its relatively short ex- 
istence commercial radio with the help 
of these alert sponsors has developed in- 
formation on circulation, audience, cost 
per thousand families, etc., to a higher 
degree of accuracy than any other me- 
dium and it already handles more than 
27^ of the nation's total advertising 
billing. 

Anyone who has ever sold titne knows 
that the biggest spenders in radio always 

{Please turn to (^age 56) 
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ALEXANDER 

GRAHAM BELL 




was first wifh his invenfion of fhe 
r felephone which became a reality 
on MarchlO, 1876 wifh fhe famous 
message to his assistant, "Watson come 
here! I need you." Just as Bell needed 
Watson, you needWJR because WJR is... 





POWER 
AND RESULTS 



MICHIGAN'S GREATEST 
ADVERTISING MEDIUM 





CBS 

THE 



5 0,000 
WATTS 



GOODWILL STATION 




Repretenled by 
PITRY 



FISHER BLDG. 



E T R O 1 T 



A. RICHARDS 

Pres. 



HARRY WISMER 

Assl. fo fhe Pres. 
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Diiliitli WDS.M ABC 

Fargo WDA^ NBC 

Ft. Wort li- Dallas WBAP ABC-NBC 

llonohilu-Ililo KGMI5-KIIBC CBS 

Houston KXVZ ABC 

liuiiaiiapolis \MS1I ABC 

Kansas, Citv KMBC-KFBM CBS 

LoiiisAille WAVE NBC 

Milwaukee WMAW IND 

.Minnea|K)lis-Sl. Paul WTCN ABC 

New York WMCA IND 

Norfolk WGH ABC 

Ouialia KFAB CBS 

Peoria-Tuscola W.MBD-WDZ CBS 

Portland, Ore. KEX ABC 

Haleigli WPTF NBC 

Roanoke WDBJ CBS 

San Diego KSDJ CBS 

St. Louis KSD NBC 

Seattle KIBO CBS 

Syracuse WFWL CBS 

Ten e Haute WTIll ABC 



Television 

Ft. Wortl.-Ualla, WBAP-TV 
iVeu- York WPIX 
St. Louis KSD-TV 




RADIO 



JHtow many advertisers allot exactly 
one salesman to every market in the 
nation — regardless of the importance 
of the market, the number of prospects 
to be covered, the intensity of compe- 
tition, etc.? 

National spot radio is more efficient 
radio because it permits you to hit 
every market you want, exactly the 
way it deserves to hit — to use every 
station in any given areas, if that's indi- 



cated, or to skip those areas entirely if 
tliey're not worth your cultivation. 

Free & Peters, pioneer station repre- 
sentatives, sell more efficient radio in 
the markets at the left. We know 
those markets. If you sell merchan- 
dise in any of them, we believe we can 
give you some profitable ideas for 
Bull's-Eye Radio — even if you are now 
sponsoring tlu biggest network pro- 
gram on the air. 



FREE & PETERS, inc. 

Pioneer Radio and Television Station Bepresentatives 

Since May, 1932 

NEW YORK CHICAGO 
ATLANTA DETROIT FT. WORTH HOLLYWOOD SAN FRANCISCO 





Mr. Sponsor: 




|ir;i« |nK !>>' 
|irriiil:i^lon of 
I*. Anitlelon- 
Ci'niury Co. 



Yes — we promote WCON (ond the 
ef?lcocy of our client's advertising)— seven 
ways — count 'em belowl 

Such intensive stotion promotion means 
thot over o million Georgians ore con- 
scious o( better listening at 55 on their 
radio dials I 

1. OUR OWN NEWSPAPER - THE 
ATLANTA CONSTITUTION - Editorial 
Promotion is heovy ond consistent and 
Display Advertising is continuous. 
7. OUR OWN AIR — Intelligent plon- 
ning and consistent plugging feature pro- 
motion programs over WCON's own air. 

3. BILLBOARDS — Nine permanent 
boords locoted on main arterial high- 
ways. Boards are equipped with reflectors 
to do o doy ond night job. 

4. WCON NEWS PICTURES — 200 
attractive display pieces feofuring news 
and WCON promotion. 100 in Atlonio — 
100 in trading territory. 

5. WCON CONTEST-An Outstanding 
audience participoiton contest will be 
announced shortly. 

6. SPECIAL EVENTS PROMOTION — 

WCON personalities, presented on a 
continuing basis, before social, civic and 
school groups with entertainment ond 
informationol features, 

7. TRANSITADS — Car cards are 
employed each month; a full showing, 
reaching approximately 300,000 com- 
muters daily. 

Till', 

ATLANTA CONSTITUTION 
STATION 

W G O N— Atlanta 

.SdOO WATTS 550 KC 

Affilialed American Broadcasting 
Company 




Il;ii*ris4»ii •!. l'4»\V2iii 



Director of Adverlising, Longines-Wittnauer Waleh Company 

ALTl lOUGH Longiiics invented tlic "time signal" station break*, 
today tlie 82-ycar-old watch firm believes it has found its ideal 
selling formula in spot programing not announcements. The vehicle 
airing the dignified Lx)ngines-\Vittnauer copy is one of radio's most suc- 
cessful e.t. half-hours, The Longines Symphonette, now placed on more 
than 100 stations in major markets. Harrison Cowan, the quiet, soft- 
speaking ad man whose job it is to direct the spending of the $1,000,000 
Longines advertising budget (half of which goes to radio and half to 
printed media) is not a stranger to radio. Ex-agency man Cowan has been 
in tlie broadcast advertising business since 1923, and is credited with 
making the first commercial program e.t., a 1927 cutting of a musical 
program for Bourjois' Evening in Paris. 

While the Cowan-supervised Symphonette follows the firm's basic ad 
policy of "creating the desire to own a fine watch," Cowan and Longines 
have found their program produces extensive good-will and tangible 
sales. Ratings are as good as or better than musical programs of similar 
type, such as Telephone Hour. Pctrillo is no problem, as the already- 
recorded Symphonette library contains over 2,000 selections from operas, 
symphonies, concertos, etc. Music from all major publishers is used, 
although BMl and ASCAP numbers arc not mixed on the same show, 
thus providing clearance protection to stations with limited music licenses. 

Cowan has been with Longines since I93S, and has guided the 5ytii- 
plionette since its 1941 premiere on WEAF (New York). His office handles 
the disks nationally, since all the bills and mailings are paid for by Lon- 
gines. No Longines dealer is permitted to advertise Longines or Wittnauer 
watches within a half-hour on either side of the show, thus preserving 
the semi-institutional selling of "the world's most honored watch" and 
"the world's most honored music." However, the show never exists in a 
vacuum so far as Longines is concerned; at all times it is an integral part 
of the company's advertising activities. In fact, the show's maestro, 
Michel Piastro, has his office and music library only a few feet away from 
Cowan's. 

*Hiidio'$ first evrnrnrreiat lin\r signal ims a l.>on(jinrs tpot airrd in Frbnmry f.**;V orrr WJZ by 
Miltort Cross. MOiough nt otw linir Ixsnginfs had lime signals on SO slalions^ today thfy art 
hrnrd on only four stiitions. 
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"A\Y''re not so old in the Army List, 
But we're not so yottng at our trade." 

--Ki>/i>ig, "T/ic Irish Guards." 



As 



of April 2, 1948, Radio Station WOW celebrates its twenty-fifth 
birthday — which is old, as age goes in the radio business. But ripe age, 
alone, is no guarantee of effectiveness in love, war or the operation of a 
broadcasting station. 

Age is not so important as wide experience, digested and assimilated, 
powered by the energy and enthusiasm required to translate kno\vledge 
into action. 

It is the operational "know-how", born of twenty-five years expe- 
rience, plus the energy and enthusiasm of its still youthful staff, that keeps 
WOW tops in its field — tops in listening audience — tops as an advertising 
medium. 

That's why, Mr. Advertiser, in the territory within a radius of 200 
miles from Omaha, RADIO WOW CAN DO YOUR ADVERTISING JOB 
ALONE! 



RADIO STATION 



JOHN BLAIR & CO. 

lielncscntatives 



JOHN J. GILLIN, JR. 

President & Gen'l M«r. 



HC. 



OMAHA. NEBRASKA 

590 KC * NBC ★ 5000 WATTS 

Owner and Operaior of KODY at North Platte Nebr. 
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Xow <lcvolo|iiiieiils oil SI*OASOII Ml<»ri«>K 




5000 WATTS 
DAY & NICHT 



WaUaCE a walker. Gen. Mgr. 
PROVIDENCE, The Sherolon.Blllmore 
PAWTUCKET, 450 Moln Si. 



Repreienfotivci: 

THE KATZ AGENCY 



REuiunu 

THAT NOISE you hear is feet slap- 
ping down off desks. The trend is 
back to pencil-sharpeners . . . which, 
in Rhode Island, makes it nice for 
WFCI. For here's more for your 
radio dollars . . . ABC coverage and 
listener-occeptance at rock-bottom 
rates. 

EKnmPLE: 

Current rotes of the three competing 5000- i 
wott full-time stotlons show for o 5 tlmej-o- 
week one-minute jpot 26-weeli schedule — 

STATION "A" . 13% Higher 
STATION "B" . 16'/j% Higher 
STATION "C" . 59% Higher 



P 



(See "How J-M Reaches That Vital 500,000," SPONSOR, 

S August T947, page 24.) Is Johns-Manville "jour" on 
0 radio? Why is their newscast scheduled to be dropped by 
CBS? What are J-M's radio plans for the future? 

The $800,000 that JohiiS'Manville has been spending for radio on a 
52-week basis has not been allocated to other media, despite the fact that 
their 8:55-9 p.m. news period is to go off at the end of June. Just what 
J-M will do is still a question mark. Several networks have made pitches 
to J-M, but whether they will continue on a network basis, or a local 
basis like Esso Relwrter, is still undecided. 

It's understood that the reason that CBS is cancelling the capsule 
newscast, in spite of consistently good ratings (up to 13.7), is two-fold. 
Lever Brothers, with their block of Monday night shows including 
TaletU Scouts, Lux Rudio Theater, and My Friend [nna, playing back-to- 
back, objected because the news show broke up their "advertising mood." 
Also, CBS has been building up Friday night as a comedy night, and the 
Bill Henry news show is slotted between two comedies, the Danny Thomas 
Show and the Old Gold Show, and was believed to break the flow of audi- 
ence between the two programs. 

A third factor stood in the way of J-M's continuing on CBS. Columbia's 
ace newscaster, Edward K. Murrow, conies just a little more than an hour 
before the J-M show, with a 15-minute across-the-board newscast for 
Campbell's Soup. Some CBS executives are said to feel that the elim- 
ination of the rival J-M newscast might raise Murrow's current 5.2 rating. 

In all, J-M is a victim of many circumstances. 1 lowever, the building 
materials fimi is convinced that their consistent radio advertising reached 
the half-million who buy or specify the use of J-M products, and that 
they have discovered a radio formula to sell a multiple-product line to 
both public and contractors. Their problem now is to find a broadcast 
facility on which they can duplicate their successful selling fonmila 



P 



(See "Repeat Broadcasts in 1947," SPONSOR, November 

S 1947, page 34.) What will be the 1948 situation on lum- 
0 mertime sectional repeals? How will sponsored network 
shows be affected? What about costs? 

The annual problem that comes with the April 25 change-over to day- 
light time has, for the first time in radio's history, been overcome. Credit 
for the solution goes to program officials of ABC, who have been fighting 
an uphill battle for summertime sectional repeats since 1946. Programs 
in non-daylight time areas will be sent over the network lines a second 
time so that they will be broadcast at the same local time in all areas. 
Sponsors on three of the major networks will no longer find their shows 
up against a changed competitive picture in non-daylight areas, and 
agency timebuyers will not ha^'e to go mad clearing a series of delayed 
broadcasts. Columbia and Mutual will handle their sectional repeats 
with e.t.'s, \\hile ABC will use tape recorders. NBC, last major network 
to consider daylight repeats, will solve the problem with straight trans- 
scribed repeats, or with multiple delayed broadcasts. The hesitancy of 
NBC executives is due to their being caught between a no-transcription 
policy and pressure from other networks and agencies. 

The costs of transcribing as much as 10 hours a day of summertime 
programing and playing it back on special lines to standard-time stations 
will be bonie by the networks and stations. Petrillo has put his official 
okay on the plan, since the shows being transcribed will be heard only 
once on any single station. Talent fees in general will remain unchanged, 
except for the regular West Coast sectional repeats. 

Much of the support for the plan came from stations on standard 
time who were seeking to avoid the annual clash between early-evening 
network programs and local programs in station option time. Affiliates 
operating under the daylight repeat plan are now afforded protection for 
their local advertisers which the>' did not have before ABC set the sum- 
mertime pace for the entire radio industry. (Please turn to page 14) 
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SDODO 
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WINNING LISTENERS FOR OVER 
20 YEARS IN ARK-I_A-TEX . 




Quality^Coverage 



Not just power alone has made KWKH the dominant 

station in Ark-La-Tex for over 20 years. It's been power 
and Quality Coverage, Yes, KWKH has given its listeners 

the finest in radio fare, planned programing that is 
tops in listener interest. Because of Quality Coverage, 

forty-nine industry-rich, agriculture-rich, petroleum-rich 
counties and parishes in Ark-La-Tex await YOUR 
SALES MESSAGE. 





Iff) 



By using the seven other stations in the Ark- 
La-Tex area, you do not cover the rich, 
primary (50%) area of 50,000 watt KWKH . , . 
the station heard by most . . . preferred by most 
. . ALL THE TIME. 




cry 
froi 
DENVER 

(IOWA) 

. . . but many a sales peak reaches 
an apogee''' in W'MTland, of which 
Denver (Iowa) is an imiwrtant 
part. It's important because, 
though small, it typifies the thou- 
sands of rich dairy and livestock 
producing areas of Eastern Iowa — 
where production last year in- 
creased to almost $1V2 billions! 

And that's only half of the 
wealthy market you reach on 
WjMT . . . the other half, equally 
rich, is industrial. 

Sell these twin markets on 
^X'MT — Eastern Iowa's only CBS 
outlet. Reach your share of the 
1,131 ,782 well-to-do people within 
W'MT'S 2.5 MV line. Ask the 
Kat7. man for details. 

• We ln<ikcd it up. Broihcr W'l-bsier 
sjy*. "//jt jtirthest or highest poinl." 



WMT 

CEDAR RAPIDS 

5000 Woll» 600 K.C. Day S. NIghl 
BASIC COLUMBIA NETWORK 



{Continued from page 12) 

operating under the daylight repeat plan are now aflbrded protection for 
their local advertisers which they did not have before ABC set the sum- 
mertime pace for the entire radio industry. 



(See "Rishl With Eversharp," SPONSOR, December 1946, 
page 9.) How has Eversharp weathered 1947? Did the 
shift from CBS to NBC help or hurt "Take It or Leave It"? 
Why was Henry Morgan shelved? 

Evcrsliarp's shift from a postwar to a seminormal buyers' market occurred 
during 1947. It suffered more than the normal aches that are part of a 
shift in any organization's economy. Drastic cuts in the price range of the 
Eversharp pens and pencils to meet competition, plus a market flood of 
$1.00 ball point pens, cut sharply into the Eversharp gross. 

The shift of Take It or Leave It from CBS to NBC during the year cut 
the program's audience at the start but currently it's running a little 
better rating'Wise than it did on Columbia this time last year. Last 
year's second January Hooperating on CBS was 13.5, this year's January 
18 standing on NBC was 16.7. With NBC's slightly larger potential 
audience (BMB), better rating means a bigger audience. The change to 
Garry Moore as mc, which was also made during 1947, lost very few Phil 
Baker fans, a survey made towards the end of 1947 revealed. Garry 
Moore's fans helped but did not offset at first the deflection of Baker's 
followers. 

Eversharp dropped its sponsorship of Henry Morgan not only as a 
direct economy measure but also because the caustic comic's program 
wasn't delivering the audience \\hich Eversharp wanted. 

Take It or Leave It is no f64 question to the Eversharp corporation- 
It continues to sell iwt only the pens, pencils but razors and blades as well- 




Presenting America's 
Most Sensational New 
DISC JOCKEY 

5 Hours Weekly of Platter Spinning 

By 




TOP TUNES ON RECORDS 
STORIES BEHIND DISC AND MUSIC MAKERS 
AND INTERVIEWS WITH FAMOUS STARS 
ON TRANSCRIPTIONS 
Sold exclusively to one station in each city 



19 EAST 53rd STREET at Madison Aveno*. . .NEW YORK CITY 
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APRIL 1948 



Tulsa 
Leads 



United States Department cf Commerce year-end statistics 
reveal the following: 

Tulsa led every large city in the entire Southwest in 
business gains in 1947 over 1946. The report shows: 

TULSA 18% increase 

Houston 16% 

Fort Worth 13% 

New Orleans 9% 

San Antonio 6% " 

Dallas 5% 

Oklahoma City 4% 

Little Rock 1 % 

In addition, manufacturing payrolls for December, 1947, were 
up 33% over December, 1946. Most of this increase was in 
the Eastern half of Oklahoma where there is an abundance of 
power, fuel, water and other mineral resources. 

These impressi^ve figures clearly demonstrate why Tulsa, home 
of Oklahoma's Greatest Station, is the favored spot in all of 
Babson's Magic Circle! They demonstrate, also, why KVOO it 
the logical selling medium to reach the prosperous people 
within this great Soutfiwestern market. 
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PRODUCT 


AGENCy 


STATIONS 


CAMPAIGN, slarl, duration 


American (^hfwlnti Gum 


<Mii'winf^ gums 


(^ole & (Hiason 


1 0- 1 s 


£.t. spots; about Sep 1 ; 13 wks 


I'roil nets 






(will expand) 


Aiiii'rii'uii Tiiliari'o ('<> 


Iterbi'rt 'I'areyton 


M , 11- llackett 


b 


K.t. spt>ts; Mar 15; 32 wks 


; 


Clgaret tfs 




(tu expand to key inkts 
dtiriiiti Ntay-J LI ii-J 111) 




Itorden Co 


Gut iaji« cheese 


^ Ounti & Ktihicani 


5-6 
(test) 


News<'asts; Mar-Apr; 13 wks 


llrlstol-Myors «'.o 


Sal lleputlcu 


Vonn)i & Kuhlcam 


2«-3« 


E.t. spots; Apr 1 ; 52 wks 








(Midwest may expand) 




C jar l>oiia ted^ 
heverages 


J . Nl • NIathes 


i-5 

(■South where iiifr has plants) 


K<.t> K|ioisi Apr 1 \ iit wks 


General Elet'crk- (To 


Home appliances. 


Yoiin^ & Kuhicain 


S 


Weather spot^; Mar-Apr; 13 wks 


(Applliince l>lv) 


mixers, etc 




(test may expand) 


f fritTin Mfg Co 


Allwhlte shoe polish 


Bermlnghuni, C!astle 
man & Pierce 


.SO-IUU 


Various local programs, spots, e. t' 






(part of northward-moving 


breaks, etc; Apr 12; IK wks 








seasonal cami>aign) 


Grove Laburutorles 


Tasteless Chill 
Tunic 


Marry B. (*olicii 


2U-jU 

(principally South and 
Soutliw-est) 


E.t. spots, breaks; Apr 18; IK wks 


Iruquols ltrewlii^(!(> 


Beer 


Ualdwin, Bowers ^ 


14 


**Guy l.omburdo Show'* e. t.*s 1 




Strachen 


(Northeast mk(s) 


Mar 15-Apr 1 ; 13 wks* 


Met r<>-( ;ol J wyii - M ayer 


Phonograph records 


l><inahue &c ('oe 


5-1 « 


E.t. spots; Apr-May; 13 wks 


(M-<:-M K(!Curila div) 




(may run as lest) 


klntiliiig Bros, and Itanium 


Circus 


Seldel 


li-U 


E.t. spots; Apr V; 4 wks 


& Italley 






(will expand as eircus travels) 




Alexander Smith & Sons 


(^arpets 


Anderson, Davis & 


.15 


K.t . spots, breaks; Sep f ; 13- IK wks 






HIatte 




Standard Itrands, Inc 


Blue BoniiecMar^a- 


Ted Bates 


2 


1-' . t, spots , breaks; Apr 5 ; 4 wks 




rine coloring de- 




(Bullalo-Detroit cest will 




vice 




esLpaiid nationally) 




Wuict X Itond, Inc 


Yankee ( llgars 


BHI>&C) 


(.-8 

(mayexpai it Nvw Kiigliiiid) 


E.t. spots; .\pr 1 ; 3** wks 


Wlilteliall Pliarniacal 


Freezone 


Dancer -Fitzgerald • 
Sample 


5U 

(replacing Guards Cold 
Tablets spots) 


E.t. spots; Apr 1; iiidef* 


William II. Wise 


Buuks 


lluber lloge & Sons 


IV-15 


**Sydney Wallon" e.t.'s; Mar 2i 










Apr 1 ; 13 wks 


Siaiion liiit already »et. 









SPONSOR 


AGtNty 


SIAIIUNS 


PKOGKAM, time, stdr(, dutdtion 


Admiral <U>rp 


Cruttendeii F.Ufr 


WltKB. Chi. 


Admiral .Muvie Theater of the .Mr; as sched; .Mar 5; 13 tvks (n) 






WNBW, Wash, 


lliirUer llrewing Co 


Midland 


WLW r, <:iin i. 


Cincinnati Keds Home Games; as schcd; approx .\nr 17; .sea- 








son (n) 


Funis Motors 


Direct 


WI MJ. rv. .Milw. 


The Sportsmuii; Sun 8:3u-!*:45 pin; Feb 21; li i\ks (n) 


Fireball (lircuit 


Dirtct 


WWJ-T\ . Detr. 


Inside Hollywood; IS mill; Feb 25; 13 wks (n) 


(iiiuvie iiiaiii) 






Ford Motor Co 


J. Waller 'I'liompson 


W lMJ-r\ . Mllw. 


Milwaukee Hre\\ers Home Games; as sched; Mar I; season (ii) 


General Eleetrie Co 


Ma xon 


WNIJ 1 , N. Y. 


NBC Television Newsreel; Fri M-Mrlll pni ; Mar 1; l.t »kx(ii) 


(ieileral Foods ('tirp (Sanka) 


Vouii^ & Kuhlcam 


WABD, N. Y. 


Weather spots; .Mar 1; 13 wks (r) 


C;eiieral Motors 


1>. I'. Brother 


WNB l', N, V, 


Review of the News; Sun 7:.50-» pm; Feb 25; ft » ks (n) 


(Oldsniobile Div) 






Hudson Sales <:o (ears) 


I'acetiiaker 


WABD, N. V, 


F'ilm spots; Mar 5; 13 wks (n) 


I'liik'O Distributors 


Direct 


WWJ-TV, Detr, 


Feature Films; .Sunday ni|>hts as srlied; F'eli 22; 13 wks (r) 


Pioneer Seieniific (jorp 


( :ayttin 


W AHD. N V. 


Film spots; .Mar 7; 13 wks (n) 


(I'olaroid 1% lens) 




K. J. Reynolds Co (C^ainels) 


William Ksty 


WNB T. N. V. 


Camel Newsreel Theater; .M I'W TF 7:.50-8 pm; F'eb Id; 52 wks (n) 






WRCB, Ischen. 






WIT7„ Phlla. 








W.MAR, Balto. 








WNBW, Wash, 




Konsiin Art Metal Works 


Cecil & Presbrey 


WNB r. N. Y. 


F'llm spots; Mar **; 13 wks (ii) 






WNBW, Wash. 






W P TZ, Phila. 








W'BKB. Chi. 








KTI, A, I.. A. 
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SPONSOR AGENCy NET STATIONS PROGRAM, time, n,r(, duration 



<:]irKll;in l<t'f*»rnuHl Oliiirt li 


|-.v:l IIS' 


Mils 




Hark III (.imI: Siiii 11-11 ..in am; Mar 7; f<l » ks 


tH'iHTitl I'tiotN ( Iitrp 


Itcnton A: IIowIok 


M US 




Juvi'iilif Jury; Sun .l:.ltl-4 pni; \pr 4; i'> w ks 


<;ilU>i(t> S;if<-(y Ka7<ir Co 


l-'ciotc, < lour lloliliiif* 


CllS 




t ill ■li.llMO |ii)i: Apr 1 


Criiiil < 'a\ Int' tllv) 










In (rrn:ii ]<>m:iI Ihirx-i-Kicr ( 


Mt ( *:iiiil-l-lrK'khon 


••(■.It* 


iii.l 


Harvest of Stars; Wed •»:.l((.|(l ,ini: Xpr?; .Si «ks 


l*r<H-tfr \ <i:inihlo ('o 


lien too A Hum U*n 


A lie 


(li 


'JanC lliistcrK: Sat '»-'t:.IO piii; Mar 1.1; »ks 


"I'ftMl 'I'InuTK liu' 


Itiu'liiinnn 


Mns 


S7 


'IVcn 1 inlcrs Chill ; Sal 1 1 :]ll-l i a in ; M ar I .I: 1 1 » ks 


\V||1|»- Klllft S<l;ip Co 


Kayniootl K. Mori^-aii 


vnc: 


\l I'lii- 


Klim-r I'fiersoii; .Sai h-.V^-u pni psi; Ntar i7; li "ks 


luM works 










trr€»^r;ini lutt w\ as STOVSOK a<H'H (o prrss 









'NV%v oit this iM't\v<»rk 



SPONSOR 



AGENCy 



NET STATIONS 



PROGRAM, «mt. tJuiatior 



\riiioiir Co 
<MMU'ral I'ontls Corp 



(illlcllc S-.if. ly Razor Co 
(I'onl Cn Inr dlv) 

.S, C. .loliiiMiii & .Son Iru' 
i,evi'r llrntlu'rs <ai 

Criioinaft l.lpton illv) 
Maillialtati .Stiup Co 
I'illsliiiry Mills lot' 
l*r<KMcr & Cmnhli' Co 
\Vos.son Oil .Srio\Mlrift .Salt's 

Cii 



l-iioti-. Com- & llcldina NtllS liU 

llcnton & llowirs Vll<; H7 

llcnIoiiK llov>U-s N'lIC 7h 
^'oun^ & Riihlcain 

^'<>lillC & Klihlcalii CllS 

I'lKilf. Cone & lleldlim MIC n\ 

N'crilhaiii. I.oiils & llrnriiy MIC Ml 

KiitliraiifT & Kvaii CllS hi 

Yoiinc & Uiihlr:ini CllS UO 

niiano .loiios MIC I.S7 

McCano-lvriikson «:ilS l.lll 

Daiucr-Klt/.fiiT.ilil-.Saiiiplc CllS "Wl 

Kriivon & Ki'kharOt AllC IS7 



Uiiccii for a l>ay: 'l"r pni; Mar 1; IJ wks 

I'ortia l ares l.lfe; MtWTF .1;|.S-5:.I0 pni; Mar l<i\ Si wks 
When a <;irl Marries; M | \V| |- pm; Mar i'; .Si wks 

SViimd Mrs. Iliirloii; M TWt K i.i:I.S pm; Mar 2<); Si wks 
l.adUs lie .Sralid; M lWl l-- .l:l.S..l.-.W pni; Mar 29; .Si wks 

l-iblior Mt<;ce & Molly; Tii <lt.l(l-in pm; Mar .?ri; .Si wks 
Aiioi Jciiiiy; M rWTl' iiJ.S-Ii;.in pm; Mar 11; S2 wks 
'i'nieni .Scmits; Mon »:.W.K.S.S pm; Apr H: .Si wks 
Katie's Daueliter; M TWi K 1 1 :|5-l I -..Ifl am; Mar 2*; .Si wks 
Crand Ontral Stalion; Sal l-l:jn pm; I'eh iK; .Si wks 
iVrry Mason; M I Wl l' i:I.S.i:in pm; Mar ll\ Si wks 
I'aiil Whiicinan Record Cluli; MTWTK 4:i.S^4:.ln pni; 
Miir rt. .Si wks 



SPONSOR 



PRODUCT 



AGENCy 



I'ntnk II. Adams. Albany 

\l(it'*l Kooil liulir«;irit'5i. IVrlh \inhoy. \. .1. 

\nu*ri4'a4i (llu'inlral l*aiiit (!f», Amblrr. 
AinrrU'an l.a<ly (*orsct (^d. Doiroli 

\niprloaii Tohacfo Co. V. Y 

Capital Alrliiu's. Wash. 

Capital l>U(rii-t Plsli IK-iiIitk* Askii . 

C'icKcii Millinc Vx\. CliHsca. M)ch. 

CJiarlcK A. (M>riilbcrt 

Crnwn City Dairy. P;iKatlcna 

Doll Krrord Itiiroaii. Sjiit:i Moiik'a 

K-aalc Watch Co. V. V. 

C\>iior:il Anllhic Corp. N*. Y.. 



• W'lU'ral r.lot'tric Supply <;(irp. SchcucTlady 
<^ lloMcnian llrowiiifi <:o. La (IrusjiC, ^Vls. 

I In]ly\( dihI WfflteriL Slilrl ('i>. H'wnotJ 

Krrr Class Mfs* Corp, L. A. 

Ia'Oii kS; Ktlily*s. Oakland 

Martii Clftar Ci>. V. Y. 

Maybiiiini nrotliors, V. Y. . 
Mavfiiir Inc. Alltany 

Vow Knfiland IVovlNlnii Co Int*. Ilosinn 

II \ S l»o£iic (;o. Ciiicl. 
Qn.iVer O.its Ci>v tllii. . 

N*. Ki'iiault i\ Son*; Inc. K* * II irS ir City, 
liothviry i.oduc. Horsi* itrcck, ('alif, 
•^1. (■I'orCi' NVlnrry. l-'ri'sno . . , 
SpIr*»'K I nr. N. T. . 
StJinipp A \\alu'r ('<». V, Y.. 
NValih ini NNaich (^n. Wnhham. Mass. 
^^'t•^ll•rll Airlines. L. A. 
NVtMtl»*<<? (/iincra l^xcli indo, I*. \. 
/Ili'iiN Sarpl is St ->-cs. OiWl n J . . 



Je«%<*lcrs, ftptlclaiiN 
Jewelry 

Mollior'a Maiitry Prfuluvts 
Plant ImrnioiioK. killers 
I 'or so t s . 

Ilcrbon Tareyton Clt:t:irrl 1i*n 
Air travel 
(Trade nKKii) 
■ Jiffy flour inlxe.s 
C'obert Moose.s 
Dairy prndiirts , 
DoC IdoiU ifiCj 1 ion 
Knierson waichos 
(film (soiiplesK rieaiiscr) 



llnuselmid appliances 
Old Style l.uiier lleor 
Shirts 

Self-SealliiA Mason .lars 
(Supper chib) . 

Clears 

Jewelry 

l-'urnll ure. Iiiterhir dei'oral iiiC 
Nopro moatK 
(Oeparimeiu store>. 

Otiaker Oais. (.>uaker PiifTcil hent 
PirfTcd Rice .SparklOK. (.>ii:iker Kul-O- 
l*op KeeJs. Pack-O-Ten 
Still %vlnes. vermouth 

(Resort) 

Si. Ceorfle, MoniebcHo siiM wines 
Sporting a<M>ds 
Secils 
\Va(rhes 
Air inivd 

IMiut (igr.iphlr equ i pnien t 
S'.irpJ I » stores ■ . - 

(Please Uirn to pa^ie 77) 



S:\\\ floii . N*. 

\N'nndard A: I'riK. Albany 

iiyme. lliirrinfiton Robert*.. V. Y. 

Cray A Roficrs. PhMa. 

Moss Arnold. V. V. 

M. 11. Ilatkeit, V. Y. 

Lewis Kdwin Ky»ii. NYasli. 

\N'*xMlard it Kris. Albany 

L. \V. Koiisd. Detroit 

Hickory. N*. Y. 

TuMIk. IPwnnd. 

Hass-LurkofT, H'wood. 

Harold P:iris. V, ^ . 

Itotsford . Constant Ine ^ (*arduer. S. I-*.. NVoni 
C<>»Kt adv 

Doheriy. <:iifTnrJ 8< Shonheld. S\ l.iiiit 
i'oasi :ulv 

Ross, Gardner X- White. L. A., for S. Calif. 
<ii>rdoii llesf . <^lii. 
Rayiitniid Kcmiio. \. 

I. eunen XHirhell. Ilovi-rly Mills 
Ad Fried. Oakhuid 

Ri>y .S. Diirstliie. N'. Y. 
Moss & Arnold. N". Y. 
NVoodard cS; Tris. Albany 
ilirslmn-fvarfiold . Iloston 
Klldun. <:hu-i. 

Sherman X Marqneite. Chi. 
H. M. Olttmnn. IMiila. 
Ad Fried, Oakland 

II. M. Ditinuin. IMiila. 
J. J. Wolner. S. I'. 
Itnurno. S'. \ . 

Kasior. Farrell. <:iiesW-y A <".tinoril. \. ^ 
llurhanaii. lleverly Hills 
Jordan \ l,o Mnnno. \.. \. 
Ad I'rled. Oaklnnil 




Lii radio as in your industry, the |»iil»lie has an 
uncanny al)ility to select the best values from 
any niinilter of competitive o(Terinf:is. Host 
values are always "popular." 

who's iMiniatehetl au<lienee in Iowa is proof 
tliat WHO gives this Stat«' the sort of ra<lio it 
Avants an<l needs. In the mass of oS lo^va 
eounties shown at riijlit (in which there an- 
many other stations) fr<nn 5:00 a.m. to 6:00 
p.m., iVIIO gets an aivragc of 57.1% of ail radio 
listening, aecor<liiij: to the 1917 Io>*ii Uadio 
Audience Survey. 

There is only one iinswer to such listener- 
preference. That answer is Top-Xotch I'rn- 
gramming — Outstanding Public Service. Write for 
Survey antl see for yourself. 



WHO 

*for Iowa PLUS + 

DES MOINES . . . 50,000 W ATTS 
Col. B. J. Palmer, President 
V. A. Loyet, Resident iManager 
FREE & PETERS, INC., National Representatives 
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it 's so easy lo listen 



And since 1941 — when this photograph was made — it has 
become even easier to listen to CliS. 

That's one reason why one network. CBS. witli its 99.()(X),()()0 
diflerent listeners each week, readies more people than 
read all the majjazines puhlished in the Unit(ul Slates, 

For COS today has achieved the hcbt "'halance'" of facilities 
in all Kadio; with more hi<:h-powered. and fewer low-powered 
stations, than any other network. And since 10 tl almost 
every CBS station — 150 ont of 162 — has made bi^ecific 
major technolo<rical im|jro\'einents. 

In the past year alone. CBS stations have added 230.000 watts 
of extra power; far more power than any other network increase- 
almost as nuicli addled power as all the other networks combined. 

No wonder that CBS delivers its large audience to advertisers 
at a lower cost than any other network. And that latest reports 
show that the largest individual audiences in all radio are 
the CBS audiences of the i.rx radio theatre in the eveninfj, 
the AKTHTK GODFREY SHOW in the daytime. 
And that more of the hundred largest users of Iladio are 
on CBS than on anv other network. 



Colli rn hi a Broadcasting System 

—U'here 99,000,000 people gather every week 
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There's a lot more to it thati this... 



In any kind of business these days you certainly have to 
get around. But in the highly complex advertising field of 
Spot Radio there's a lot more to it than this. 

To cash in on Spot's tremendous sales-making potential — 
to give advertisers the kind of expert service they need 
and want, a number of qualities are required. 
Weed and Company representatives have them all. 

First there's training and experience; you can't even get 
started without them. Then there are the intangibles of timing, 
associations, persistence — and maybe even a little luck. 
But, most important of all — are expert knou ledge and plain 
biiKii work. For these are the two factors that produce most of the 
results most of the time . . . the two factors that make 
Weed and Company service so valuable to any advertiser. 



Weed 



radio station representatives 
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newyork • boston ■ Chicago 
C O rn. p 9. n san francisco • atlanta 
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Meredith Youns, WOL, WasSinston, holdinj beauty shop hair-fashion show, leads contestants. She wears florist sponsor's corsase 

women's partidpating programs 

part ] Two of tli«^ ■ii«>»«t important sir*^ wsiriii 
one I frioiiclly |»erM»ii»lity. the nbility Ut soil 



J^H^ The ratings of women's par- 
^^^^ ticipating programs mean prac 

^I^^F tically nothing. This type of 
commercial show can be judged only by its 
sales record. The program may emphasize 
down-to-earth Homebuilding or escape, 
it may wander across the face of the globe 
or stay right in the station's home town, 
yet unless the mistress (or master) of 
ceremonies is able to make the commer- 
cials as interesting as department store 
advertising it's a failure. 

While daytime serials gather listening 
audiences of 5 to 8% of all America's 
homes daily, women's participating ve- 
hicles are doing well if they reach 2 to 
3%. Mary Margaret McBride, a grand- 



mother of this type of program, usually 
rates in the vicinity of 2' ' . In some 
Housewives Protective League areas the 
HPL program reaches only slightly more 
than 1% of the homes, and yet in its 
territories grocery chains have been 
known to dedicate an entire week's pro- 
motion to the mc of this multiple-sponsoi 
program. It sells so much goods. 

Women's participating programs are 
practically the sponsor's last vehicle for 
good one-minute announcements. On 
most participating progiams advertisers 
cannot contract for the exact wording of 
their commercials. The majority of par- 
ticipating programs refuse to use agency 
commercials. Most of the rest do a better 



job when the mc's are permitted to sell in 
their own language. It's this factor, this 
chatting with the listeners about prod- 
ucts, that marks these programs apart 
from others. Many of the mc'salso person- 
ally test every product so that they can 
honestly discuss them from their own ex- 
perience . Such personalized selling on 
the air makes it awkward for an mc to 
handle a trade-marked product immedi- 
ately following another of the same kind 
which has dropped participation. Alary 
Margaret McBride reflects women pro- 
gram conductors' feelings generally in 
insisting on a 12-months lapse in such 
cases. She feels that if she were to shift 
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immediately her listeners would think 
lier insincere and that would be the end 
of her folio wing's loyalty. 

Sincerity is an essential ingredient in 
any women's participating program if it 
is to maintain an audience willing to buy. 

There are three fundamentals in praC' 
tical!)' e\'ery good women's participating 
program — some "how to do it ' informa- 
tion, information about current events 
and interesting happenings, and some 
satisfaction of the desire for adventure, 
romance, escape. These three need not 
be present in equal parts but something 
of each should be part of every broadcast. 

In the glanwr department it formerly 
was customary to have big names, awe- 
inspiring personalities, on as many airings 
as possible. Now most mc's on these 
programs seek out guests more nearly of 
a type that dialers themselves fondly 
aspire to be. Guests are frequently the 
listeners' contact with the worlds of art, 
theater, politics, accomplishment of all 
kinds. In the largest cities there are many 
of these people available at all times. In 
smaller cities, getting the right guest is 
more difficult. No matter what the size 
of the city, however, there are guests 
available most of the time who can lend 
a touch of novelty to the piograming. 

In big cities,' mc's have leg men and 
women to dig their material. A program 
like Margaret Arlcn's on WCBS in New 
Yoik may have three writers, a producer- 
script editor, and a male announcer who 
serves as a foil to the feminine program 
star. Out of tov\Ti, if the mc doesn't go 
out and get her own material she soon 
finds herself labeled high hat and both 
audience and sponsors drift awa>' from 
her. Even in big metropolitan centers it 
is essential that the star of the program 
be seen in the right places at the right 
time. It's a 14-lx)ur-a-day job for Marga- 
ret Arlen (whose real name is Margaret 
Mines, Arlen being a station-created and 
owned name). There's little home life 
possible for the conductor of a women's 
participation program. In smaller areas 
she may even have to double as women's 
program head of the station as well as 
the conductor of the participation show. 

Hundreds of publicity men feed ma- 
terial to the conductors of women's pro- 
grams. Book publishers, film companies, 
manufacturers of home furnishings and 
home appliances, send out mailings at 
least once a week. In each area local 
women's clubs and organizations plan- 
ning public funaions maintain contact 



(top to bottom) WPIX's Gloria Swanson plans 
first multiple-sponsor telecast. Food and druj 
displays Feature WCBS's Marsaret Arlen, 
WCAE's Florence Sando, WNBC's McBride 



with these programs. In the big cities, 
the relationship between program and 
t heir sources i s a persona 1 conta ct f or shows 
won't use material that will also be heard 
on other programs. In smaller areas 
there isn't that prohibition against using 
copy also aired on another station but 
material marked "exclusive in your city" 
gets a better play than non-exclusive 
stories. 

These publicity releases are supple- 
mented by women's page material trans- 
mitted over the wires of the news services, 
AP, UP, INS. Naturally general news 
material included in the programs is 
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"Shoppin' Fun" over WFBR (Baltimore) features mc JicL 

taken off the syndicate wires and re- 
written in the individual style of the 
program. In the case of HPL the ma- 
terial is designed for a certain type of 
handling and the HPL announcers in 
each town conform to the program type 
rather than the program's conforming to 
the announcer. The local announcer on 
the transcribed Art Baker program 
handles the commercials straight, except 
in the case of some national spot adver- 
tisers who have Art Baker record their 
sales copy for them so as to have it better 
integrated with the program. 
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Indicative o(' how each nic makes ma- 
terial conlonii to her program is the 
manner in which three successful pro- 
gram personalities jnight use a margarine 
story. Melva Graham (WCHS, Charles- 
ton, \V. Va.) would very probably give an 
unusual recipe for the use of the product. 
Martha Dean (WOR, N. Y.) would dis- 
cuss the margarine tax, And McBride 
would no df)ubt interview a sciaitist who 
had developed a process for adding vita- 
mins or sonic other improvement of the 
butter substitute. The subject would be 
margarine in all cases but only the mar- 



coniniercials are seldom kidded. The 
selling rs always serious and the fans know 
that their favorite woman mc wants them 
to respect the advertiser and his product. 

The conductor of the program doesn't 
have to be an authority in all the fields 
covered by the program but she must 
sound authoritative when talking about 
sponsors and what they have to sell. 
Like Christine Evans of WHDH, Boston, 
many nic's go to the sponsor's place of 
business, learn how he operates, and how 
the product is serviced. Tlie more they 
know of the product the better they're 



advertising on which there is a time 
factor. Spots that have news value as 
well as an immediate selling factor are 
liked by many programs since they help 
give the rest of the commercial copy a 
feeling of iinmediacy too. 

Very few participating programs use 
music. In the 15-minute form, there's 
no time for it. In programs of 30 minutes 
or longer there may be a hymn, old favor- 
ite tunc, or other identifying short theme 
at the opening and close of the presenta- 
tion. 

Music does fit in with quiz or audience 




ing away everythins but house and lot. It's a quiz type prosram for multiple sponsors (three per broadcast) with gass and a mental roughhouse 



garine would be the same, plus the fact 
that none of the three mc's would handle 
her material with a heavy hand. The 
program is light - or it talks to the empty 
air. 

The announcer is a vital factor in 
attaining a light approach. In most suc- 
cessful presentations he's an equal mem- 
ber of the program team. He is seldom 
on the program for the sole purpose of 
handling the commercials although he 
often works with the girls in that depart- 
ment. Despite the light approach the 



able to talk about it on the air in an in- 
formal easy manner. 

That isn't as simple as it sounds for 
some stations accept up to five sponsors 
for even a 15-minute program although 
all try to have the same sponsors on five 
times a week. Not many stations are 
able to sell their entire allotment on a 
five-a-week basis but very few accept 
sponsorship of single announcements. 
Short-term contracts are acceptable us- 
ually only for department store sales, 
concerts, introduction of a new book, or 



participation programs. It also fits in 
with shopping segments like Shopping by 
Radio on WDRC, Hartford, Conn. This 
IS an off-the-bea ten-track multiple-spon- 
sor program that appeals to women. 

The present trend towards what the 
mc's call "think" material started, ac- 
cording to Nancy Craig (WJZ, New 
York), when she was program director of 
KMOX, St. Louis, in 1937. Prior to that 
all women's programs avoided anything 
more than small talk. It was all straight 
(Please turn to page 80) 
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I promotion gm 



'W tod<-i> IS the broadc.ist- 
injj industry's most pro' 
niotable facet. Most sta- 
tions realize this and make the most of 
it. Newspapers which won't ordinarily 
give standard broadcasting an inch of 
news space frequently devote full col- 
umns to television. It is not unusual for 
a publication to feature a week-long series 
(theScrippS'l (oward chain has done this). 

Department stores, one-time sports 
events, luncheon meetings, banquets, 
civic meetings, and even manufacturers' 
sales gatherings open their doors wide to 
TV exploitation. Women's clubs, fashion 
shows, community fund-raising projects, 
and even state and city political bodies 
all smile prettily for video cameras. 

TV station promotion is usually started 
even before the Federal Communications 
Commission has granted a construction 
permit to <in applicant. It is frequently 
begun the ver> day that a would-be 
station operator decides to appl> for a 
channel. If it's a regular radio station 
licensee requesting the license, the story 
is included in the station's regular news- 
casts and often in the broadcasts of its 
competing stations. Local newspafjers 
carry the facts of the application. TV 
promotion is under way. 

With the granting of the construction 
permit, real promotional pressure is 
turned on. It starts with a press confer- 
ence, during which the studio and elec- 
tronic plans are made public. Pictures 
of the proposed installations are released 
and (as is not alwa>s the case with pub- 
licity stories) used. In many cases each 
step in the construction of the telecasting 
unit is made the subject of press con- 
ferences and special releases. Station 
WCaU (Philadelphia) placed telescopes 
on strategic comers from which the erec- 
tion of the giant antetma on top of the 
PSFS building could be observed. Since 
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the building is centrally located the glasses 
were well used and were the subject of 
considerable conversation in the Quaker 
town. 

When CBS made its decision to go all 
out for TV, its president, Frank Stanton, 
held a press conference. N'cwspaper men 
from towns throughout the East were 
brought to New York b> the network for 
the conference and the news of CBS's 
$1,000,000 TV investment was accorded 
both local newspaper space and wire 
services (AP, UP, INS) coverage. 

Once the announcement of the forth- 
coming arrival of a TV station has been 
made, organization of the promotional 
drive proceeds apace. In Boston (WBZ- 
TV), Atlanta (WAGA-TV), New Orleans 
(WDSU-TV), and in varying degree in 
most other TV or about-to-be TV towns, 
the station's mobile unit has gone to 
work a considerable time before the sta- 
tion is prepared to take to the air on a 
regular basis. These units arc used for 
special closed circuit telecasts directed 
to special receiving installations in hotels, 
department stores, big auditoriums, and 
in many other public or semi-public 
places. Special programs are transmitted 
to these installations and in practically 
all cases great crowds have turned out to 
witness the telecasts. 

Were TV stations to wait until they 
went on the air to begin promotion, in a 
territory in which there has previously 
been no video service they would start 
their programing with virtually no view- 
ers. The way stations like WTMj-T\', 
Milwaukee, build up advance audiences 
so that they are able to sign sponsors 
before they air their first program, is 
through intensive cooperation with the 
dealers in their service area. Wilbur 
Havens, who hopes to be on the air with 
WMBG-T\' in Richmond, Va., b> May 1 
at the latest, had General Electric. Pliiico, 



and RCA hold special dealer meetings 
in his WMBG (AM station) studios. 
GE sold a carload to its dealers following 
a January 20 meeting. Philco's meeting 
on March 9 was greeted by a special 
edition of the Richmond News Leader. 
No formal announcement of sales results 
was made but the district sales manager 
said that it wasn't mu;h under a car- 
load. RCA had a meeting on March 1 1 
and its dealers are going all out to sell 
TV receivers. Before January 20 there 
were just 13 sets in Richmond and 
Wilbur Havens owned them all. When 
the station goes on the air there'll really be 
a TV audience in town. 

Special TV editions of local newspapers 
are standard in opening a new city to 
television. Dealers, manufacturers, and 
sometimes even prospective sponsors, 
take space in these editions, which re- 
mind oldtimers of the special radio 
editions published in the twenties. 

Television has been presold in a num- 
ber of towns through the Allied Stores- 
TV Caravan which under the direction 
of Lou Sposa and Sam Cuff toured 
most of the stores in the Allied family. 
These department store demonstrations 
not only produced outstanding store 
traffic and sales for the stores but also 
prepared the cities for the coming of 
regular video service. 

The success of this tour, and the in- 
terest displayed in a previous tour spon- 
sored by RCA-Victor, has inspired most 
new stations to work with department 
stores in building up predebut interest 
in the visual air medium. Telecasting 
from department store windows to re- 
ceivers located throughout the store has 
been found to be an amazing stimulant 
for sales of the products scanned. It has 
also sold television receivers before there 
was an> thing to see at home. 

In Boston WRZ-TV had NBC pro- 
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The Boston Store show window becomes a television studio in Milwaukee, Style shows are telecast and seen on receivers hung from the window top 




grams available long before it was ready 
to put tliem on tlie air, so it had them 
piped to recei%'ers located in department 
stores. The opening of the coaxial cable 
(which carries chain television programs) 
to Boston was made a gala event by 
WBZ-TV, NBC, and the American Tele- 
phone and Telegraph Company, despite 
the absence of a local transmitter. As 
construction of further coaxial links go 
on, there'll be special city-openings which 
will help to ballyhoo the medium. In 
some cases the cable will reach an area 
before the station is operating. In more 
and more cases the cable will reach towns 
with transmitters already in service and 
thus the celebrations will be more pro- 
ductive than the preservice promotions. 

The day a new station goes on the 
air is a gala occasion in every town 
without exception. Newspapers are well 
filled with dealer and manufacturer ad- 



vertising. The station itself spends part 
of its promotional budget on newspaper 
advertising and where the station is 
newspaper-owned the publication usually 
plans a television issue that looks like a 
puff-shcit. Newspaper-owned stations 
are a definite factor in several areas, 
Philadelphia (WCAU-TV), Milwaukee 
(WTMJ-TV), St. Louis (KSD-TV), 
Washington (WMAL-TV), Baltimore 
(WBAL-TV), and Detroit (WWJ-TV). 
Even in the case of the New York Daily 
News which is building a station (Wl'IX) 
but isn't on the air as yet, the fact that 
the paper is in the video business has a 
great bearing on the attitude of the 
Daily News on TV. All the gossip colum- 
nists have been informed that television 
is news, and as a result TV items appear 
almost daily in Danton Walker's and 
Ed Sullivan's columns. Since both of 
these arc syndicated widely this means 



nationwide publicity for the medium. 

So important is the premiere day of a 
station that cities often officially declare 
it T-Day for the town. In Milwaukee, a 
great electric sign saying "Welcome 
Television" was erected on the City Hall 
the week that WTMJ-TV started its 
regular commercial service. 

Not always does a radio station owning 
a TV outlet devote regular time on its 
sound broadcasting unit to the visual 
medium. However many, like WCAU, 
schedule a regular progiam of television 
information. WCAU has gone further 
than this regular television news program. 
It has made certain that programs reach- 
ing women, men, and the >'ounger genera- 
tion have had guests who explain TV. 

Television dealer promotion and edu- 
cation is an integral part of every TV 
station promotion, before the station 
{Please turn to page 62) 



(1) New yorl< sees a TV cortract signed. (2) Theaters feature video. (3) Phlladelphiars view WCAU-TV being built. (4) WLWT, Cin- 
cinnati, banners its sportscasts and (5) brings its cameras into the local vole-counting. (6) Mobile units like WCBS-TV's attract crowds 




Patricia Bailey, vp of Metropolitan Youth Survey, interviews a teen-ager on a metropolitan corner. Respondents were checked in school and out 



Teen-agers like nifsteries 

^'Siisiiciiso,'' ^'liiiier Saii«*tiiiii.'* siiid "Sam Spsiilo"* l<'a«l 
ill IKeiitoii 4& Itowlcs yoiitli survey 



^■■■t||| The mystery programs which 

^■■iBi ] teen-agers most enjoy are 
those to which their parents feel they 
should listen least. This has been re- 
vealed in a survey conducted by the 
Metropolitan Youth Survey for Benton & 
Bowles. The survey was inspired by the 
fact that B & B produces House of 
Mystery (MBS) for General Foods and 
HOM is planned as a wholesome thriller 
for youngsters. The B & B program ran 
twelfth in teen-age listening. 

First in juvenile listening was Suspense, 
24.7% of the respondents listing it as 
their number one whodunit. Inner 
Sanctum was second, with 16.2% of the 
youngsters polled saying they liked the 
creaking-door chiller best. Ten per cent 
were Sam Spade fans. Only 3.5% prefer 
House oj Mystery to other shows. 

First among parental dislikes was Inner 



Sanctum, with Suspense running a close 
second for juvenile listening. Parents 
also didn't like their offspring to listen to 
Lights Out (now off the air), The Shadow, 
Thin Man (also off), Mr. and Mrs. North, 
Crime Doctor, in that order. But Inner 
Sanctum and Suspense were far in the lead 
in this parade. 

Teen-agers like Suspense for its taut 
spine-quivering scripting, which is the 
very reason why their dads and mothers 
dislike it. The adults feel that it leaves 
their children too keyed up at bed time. 
Youngsters, however, feel that it winds up 
their parents more than it docs them. 
One quoted the fact that it was her dad 
who relived the air's mysteries in his 
sleep. She, said this teen-ager, had "gone 
on to higher things awake and asleep." 

The great interest in Inner Sanctum 
was directly traceable to its "blood and 



thunder." Naturally this was the very 
reason why it was thumbed down by 
Parent-Teachers Association members. 
Blood and thunder rated tliird among the 
reasons teen-agers gave for listening to 
mysteries. When asked to rate what they 
wanted in mysteries on a 1, 2, 3 basis, the 
bobby soxers ranked dial attractiveness 
in the following order: 

suspense, adventure, blood and thun- 
der, helpful information, narratives, 
humor, romance, cheap language. 

Although adventure was listed as sec- 
ond among reasons for listening to mys- 
teries, it brought Sam Spade, as indicated 
previously, only a 10% standing. Mr. 
and Mrs. North, rated eleventh in teen- 
age interest, received its votes because of 
its romance quality. 

The first 15 mysteries with the 10-18- 
(P/ease turn to page 52) 
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^PPPn Listeners tunc their home 
^■■■■""H town stations first. Only 
when local broadcasters have nothing to 
offer do fans turn up the power and spin 
the dials seeking entertainment. A per- 
fect example of local dialing habits is 
early-morning listening in Indianapolis. 
In this Hoosier town a diary study was 
made by Audience Surveys, Inc., during 
the week of March 31, 1947. Between 
7 and 8 a.m. the four local stations 
VVFBM, WIRE. VVIBC, and WISH 
divide 661 ^''t of the sets in use. WLW of 
Cincinnati, always a factor in listening 
throughout Ohio, Indiana, and nearby 
states, and all other stations divide 
33'x2%. When Breakfast Club comes to 
WISH at 8 a.m. out-of-town stations 
become even less a factor, dividing 16%% 
of the total sets in use. 

Four networks serve these four Indian- 
apolis stations and they all cover their 
areas with the same power in the day- 
time. At night only WISH is less power- 
ful than the rest (1,000 watts against 
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Quarter-by-quartcr-hour study (6 a.m. to 6 p.m.) of relationship between average turnover and average daily audience. (Report week; Jan. 28, 1948) 
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5,(K)0), All four stations are located in 
the same section of the AM band, between 
1070 and 1430 kc. 

The use of VVLVV as an example of an 
out-of-town station's share of a marketing 
area's listirniiig is dcliherate. There is 
only one VVLVV in the nation. Its pro- 
motion and merchandising budget is 
bigger tlian any other single station's. 1 ts 
rate card is the highest of any in the 
entire U. S. with the exception of net- 
work key stations in the New York 
market. The fact that it takes second 
place to in-town stations is indicative of 
the edge that a home town broadcaster 
has (given competitive programs) over a 
station delivering coverage from without. 

This edge has been indicated in many 
research studies such as the NBC "most- 
listening" survey, the first report of the 
Broadcast Measurement Bureau, "audi- 
ence diary" studies, and a number of 
Nielsen Radio Index reports. Since net- 
work maps for both NBC and CBS show 
almost blanket coverage of the U. S., it's 
important, marketing authorities point 
out, for sponsors using the networks to 
realize that in a number of areas the non- 
network station (when it's the in-town 
or near-by outlet) is dialed first, and 
often listened to most. 

There are a number of reasons for this. 
In many cases the distant station is 
heard through a barrage of static. In 
other cases the out-of-town stations are 
located at the crowded end of the dial 
and can't be separated one from the 
other. There are still other cases where 
the local station, through intelligent pro- 
motion, block-programing, and real ser- 
vice to the community which it serves, 
has won the unswerving allegiance of a 
town's population. 

NBC's last survey of the U. S. (1944) 
indicated in several areas just how effec- 
tive independent in-town stations can be 
against even combined four-network com- 
petition. In Moultrie, Georgia, 35% of 
the respondents said they listened at 
night to NBC mast, 25% said they 
listened to CBS most. The other 40% 
listened to the in-town independent sta- 
tion. In Massena, N. Y., NBC night- 
time survey returns broke down in the 
following fashion: 

NBC CBS ABC MBS Ind-local 
25% 21% 13% 4% 37% 

These were two outstanding examples 
of a city's population listening to non- 
network in-town stations at night against 
out-of-town network competition. 

Because AM radio waves travel further 
and clearer at night than they do in the 
daytime, the record of listening in the 
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sunlight hours is more in favor of the 
independent in-town station during this 
period in the NBC most-listening survey. 

In Dotham, Alabama, "most" listening 
in the daytime was reported as follows: 
NBC CBS ABC MBS Ind-local 
13% 4% 4% 79^- 

In Hot Springs, Arkansas, the break- 
down (daytime) showed: 

NBC CBS ABC MBS Ind-local 
56% 2% 2% O^'c 40% 
Other areas which listened most to 
their in-town or nearest local stations, 



as indicated in the NBC most-listening 
survey, included: 
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Carteret, X. J. 


10 
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Lodi, N. J. 


11 
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43 


Montclair. N. J. 
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South Orange, K. 
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Clovis. X. M. 
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Ilobbs. .V. M. 
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PHOENIX, ARIZ. 
TUCSON, ARIZ. 
SAVANNAH, GA. 
CHARLESTON, W. VA, 
ALTOONA, PA. 
JOHNSTOWN, PA. 
VfASHINQTON. 0. C. 
BINGHAMTON. N. y. 
LEXINGTON, KY. 
MIAMI, FLA. 
CHARLESTON, S. C. 
UTICA.ROME, N. y. 
FLINT. MICH 
PEORIA, ILL. 
EL PASO, TEX. 
MOBILE, ALA. 
PORTLAND, ME. 
ASHEVILLE, N C. 
DES MOINES, lA. 
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Mcadville. Pa. 
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when there were 258 independent stations 
and 596 network outlets. Today these 
figures, in the hundreds of one-station 
tow'ns (there are over 900 independents on 
the air) would enjoy an even greater bias 
in favor of the non-network operations. 
They would also show a very heavy bias 
in favor of any network in a tov«i that 
has just one network station. 

For years WCBl was the only commer- 
cial station in Scranton. It delivered at 
least twice the ratings for CBS shows that 
were indicated in national Hoopcratings. 
This was due in part to geophysical con- 
ditions which are such that out-of-town 
stations can't get into Scranton with a 
good signal. 

The Mutual network profits from one- 
station towns and home-town station 
loyalty. In towns like New Bern, N. C, 
Wisconsin Rapids, Wise, Salina, Kansas, 
and Salisbury, Md., the MBS outlet gets 
over 50% of all the listening and some- 
times (note chart on page 31) rates over 
75% of the sets in use. 

Buying time on small stations which 
are the only outlets in their towns is not 
a cheap way of buying market coverage if 
they are selected on the same basis 
as high power stations which cover 
great areas. However, they deliver a far 
greater percentage of the potential audi- 
ence which the advertiser does buy. It's 
not unusual for an in-town station to 
regularly deliver 60-70% of the sets 
within its coverage area, whereas powei 
stations seldom pretend to deliver better 
than a 30% average in the daytime and 
30-^0% average at night. 

Thus although time costs are higher 
when based upon the total radio homes, 
these stations deliver a higher percentage 
of the homes in their areas and thus may 
justify the higher rate. In a number of 
cases, however, outlets in one-station 
towns arc bonus on any network and 
don't cost the advertiser, at present, an 
extra nickel. For example, in the first 
quarter of 1946 Bronio Seltzer used non- 
metropolitan in-town stations and with a 
six-announcement-a-wcek schedule in- 
creased their business 1S% in these areas. 
Sales in territories served by their net- 
work program also went up — 2%. In the 
first quarter of 1947, with the saine small- 
(Please turn to page 57) 
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How H,M grew 
to $^,000,000 




John Larmer, president of SUnback's dd-a3ency 
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j/tftlk For six years "Doctor Tom" 
^^^^ Stanback and his brotlier Fred 
^([^r tried newspaper and other 
forms of advertising to sell Stanback 
headache powders and discovered finally 
that the only resultful fonn of promotion 
was handing out free samples. Adver- 
tising agencies in Greensboro, Atlanta, 
and New York all tried their hands during 
these six >ears (1924-1930) at writing 
selling Stanback copy. Money and more 
money poured into newspaper and maga- 
zine copy. But only when the salesmen 
greeted workers at the gates of textile 
mills throughout North Carolina with 
free headache powders did the product 
move. 

After the sampling, word-of- mouth ad- 
vertising did the rest - plus counter-cards, 
small displays, and decalcomanias for 



retail outlets. It was a slow process. The 
$1,500 which the Stanback brothers in- 
vested in the new business increased very 
slowly. The product did what Dr. Tom 
claimed for it, and Fred, who had given 
up being a hosiery manufacturer because 
a Stanback powder had eased the ache of 
an abscessed tooth, sold Stanback for all 
he was worth. 

In 1930 Dr. Tom, the inside man of the 
combination, decided to try radio. He 
placed contracts direct with stations in 
New Orleans, Atlanta, and Birmingham 
and a small local agency was employed 
to write the commercials. Twenty differ- 
ent announcements were created every 
six months. These were used with the 20 
of the previous six months so that there 
were always 40 scheduled on a rotated 
basis. For the first time advertising 



proved its sales effectiveness for Stan- 
back. Actual orders could be traced to 
the medium. 

Stanback growth began at that time, 
and kept on going — the records show from 
1 5% to 29% every year. Radio was not 
a split -second miracle- worker. It was 
most effective when combined with an 
active sampling campaign. Broadcast 
advertising sold the product but no sec- 
tions of the nation went Stanback-crazy 
just because its 40 announcements were 
rotated on local stations. It took a mini- 
mum of from six to nine months in most 
cases even to discover what radio was 
doing, because of the slow movement of 
orders from outlet (in many areas 
Stanback powders are sold in almost 
every kind of outlet, from drug store to 
filling station) to wholesaler to regional 



Stanback isn't point-of-sale advertising-minded, so stations they employ develop audiences for Peter Donald program through theirown promotion 
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salesman to factory. 

There are now many profitable areas 
on Stanback's bmjks that were not self- 
supporting for the first seven years. Most 
drug merchandisers would throw up their 
hands in disgust at this type of marketing. 
What marks the Stanhack brothers apart 
is persistence and what merchandisers 
call "ad\ertising heart." 

Despite their staunchness, the first six 
months of 1947 shook Stanback consider- 
ably. Those six months were the uorst 
wholesale drug buying period in nearl> a 
generation. It wasn't, it developed later, 
that the U. S. had stopped buying drugs 
but that the jobbers and distributors 
were overstocked on many items and 
were just clearing the shelves. 



Stanhack was spending an annual 
$l,0O0,OO0-piusin minute spot announce- 
ments and chain breaks. It wasn't 
getting, in many markets, full value for 
its investment. It was buying most of 
its time direct; where the stations would 
not talk deals, the buying was through an 
agency, which followed home office orders 
on where and what to buy. 

Dr. Tom Stanback, their assistant ad- 
wrtising manager, and two clerks were 
spending virtually all their time in se- 
lecting and buying time, keeping records, 
and needling stations for better spot 
availabilities. Nearly every time-buy 
was a bargaining operation. Bargain 
"deals" brought them frequently into 
secondary markets and kept them out of 



l*i*«»^r<iiiiiii;:; in llio riii*;il 

The fanner has left the low income group behind hiin. Today 
his annual income is larger than most workers' in cities. His living 
conditions are seldom primitive. Rural electrification has changed 
that. While not all tillers of the soil and breeders of livestock are 
modern in their methods, the United States Department of Agri' 
culture and countless colleges have changed the by-gee-and-by-gosh 
type of crop raising and animal husbandry to a science. Fewer and 
fewer farmers also depend upon their banks to carry them from 
season to season. More than half of the nation's farmland is un- 
mortgaged or the mortgage is a token one because the farmer prefers 
ready cash in the bank to a free and clear title to his property. 

Thus the man who drives the plow is a prospect for practically 
everything that there is for sale. In most cases he is, to all intents 
and purposes, a small businessman with a going plant. The farmer s 
wife is no longer represented by the traditional picture in calico. 
Nylons are no strangers to her legs. 

The broadcast industry has been somewhat slow in realizing this. 
Farm programs are to a great degree token gestures towards the 
men who feed the nation. There are exceptions. Stations like 
WLS (Chicago), WNAX (Yankton), WHO (Des Moines), KVOO 
(Tulsa), WMT (Cedar Rapids), give more than lip service to the 
soil cultivator. Most farm programs are on the air at 6 a.m. and 
for a maximum of a half hour at noon. Hundreds of stations run a 
few farm promotions, broadcast weather and market information, and 
call it a farm day. That hasn't been enough. The farmer's day is 
not the eight hours of the factory worker. Most stations are located 
in cities and towns that are consumer markets in themselves. The 
farmer has had to shift for himself 80% of the day — to dial his 
entertainment and information on a catch-asotch-can basis. Old' 
timers in radio remember how farmers used to rise from their beds 
in the Midwest to hear Amos 'n' Andy, when they broadcast at 
10 p.m. out of Chicago. Lights in farmhouses would go on, the 
farmers would turn on their battery-operated receivers, listen to the 
check-and-doublc-chcck duo, and then go back to bed. Farmers 
still arc known to get up from bed to listen to a program they es- 
pecially want to hear. 

In the past two years there has been a shift iji the thinking of a 
number of broadcasters and a number of men who manage farmers' 

(Please turn to page 90) 



major markets. Yet the business was 
still growing day by day. Stanback 
wasn't completely aware of the fact that 
it was partly that their market was 
growing. Use of headache remedies grew 
50^ in five years, from $63,000,000 in 1942 
to $96,000,000 in 1947. Stanback's great 
sales increases have come from new mar- 
kets which they open year after year. 
There are markets in which they ha\e 
stood still and others in which they have 
slid back decidedly. While actual figures 
are not available the trade believes that 
Stanback had only two losing areas in 
1943 and 14 in 1946. For most of the 
past 18 years Stanback's growth, per- 
centagewise, has been practically double 
the headache remedy industry growth. 
A typical year was 1944 when Stanback's 
sales increased 20.5"^ and the industrys' 
10.8%. That was the year in which 
Stanback's sales, for the first time, passed 
$2,000,000. 

There are major markets in which 
Stanback is garnering for itself but a tiny 
part of the business — markets like New 
York, Ft. Wayne, Oilumbus, O., and 
Worcester, Mass. There are markets in 
which it is practically impossible for 
Stanback to buy good one-minute spot 
announcements — where the only good 
buys are chain breaks at high cost. Chain 
breaks frequently deli\'er great audiences 
but the time pemiitted the advertiser on 
them is sufficient only for reminder copy, 
not selling continuity, when a product is 
hedged by Federal Trade Commission 
regulations. In a 25-word chain break 
(and that is all that many stations per- 
mit) Stanback can say practically noth- 
ing about its product but "Stanback." 
Here's what it could say (the italic section 
js by FTC regulation): 

Take Stanback headache powders. 
Cautioti: Use only as directed. Ij 
headaches persist or reair Jrequetitlyr 
see your doctor. For simple headache 
snap back with Stanback. 

The headache remed)- field holds that 
the great growth of the field has been 
among those not gi\en to use of pain 
analgesics. Therefore ever)' remedy on 
the air sells "relief from headaches" first 
and itself second. Ne\'erthclcss it's not 
good business practice to depend entirely 
upon market growth for sales, and with 
chain breaks Stanback was to all intents 
and purposes confined to doing just that. 

Stanback like many another national 
spot advertiser faced increasing adver- 
tising costs during 1946 and 1947. It is 
estimated by John Lamicr, head of 
Piedmont Advertising Agency, which is 
now handling the Stanback account, 
(Please t\m\ to page 67) 
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CKLW 



YOU GET - cle-r ch annel signal 
beamed via the Great Lakes water route to an 
eight million population primary area. 

YOU GET a market with a radio homes 
and buying power percentage second to none 
in the country. 

YOU GET the power of 5,000 watts 

Guardian Bldg., Detroit 26 
J. E. Campeau, President 



day and night and a middle o\ the dial Fre- 
quency of 800 kilocycles. 

YOU GET a station with alert, around- 
the-clock programming keyed to the trend of 
this market's listening habits. 

YOU GET the market's No. 1 time 
buy! Comparison proves CKLW rates the 
lowest of any MAJOR station in this area! 



Adam J. Young, Jr., Inc., Nat' I Rep. 
H. N. Stovin t3 Co., Canadian Rep. 



5,000 Walls Day and Night— 800 kc— Mutual Broadcasting System 
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^^^hk So much film time, effort, aiid 
f ^IOi money are spent using the air 
^(^^ for publicity purposes that the 
motion picture industry on a national 
basis hasn't had the time or cash to dis- 
cover what broadcast advertising can do 
for it. Moreover until recently it didn't 
want to know. It was doing okay, thank 
you. Lately with the lush foreign 
markets shot and with television looming 
as a threat to exhibitor business, the in- 
dustry has been reappraising its adver- 
tising approach to theatergoers and 
potential theatergoers. 

Amazingly, the policy makers in the 
motion picture industry are blaming the 
"bad advertising" tag which was recently 
hung on it by a five-college survey 
(N. Y. U., Iowa, William & Mary, 
Boston, and Woodbury of L. A.) on their 
advertising agencies. It's generally known 
that all picture advertising is planned by 
the studios and that the agencies arc for 
the most part merely production and 
billing facilities. 

No direct-selling network program 
has ever built good box offices. Lux 
Theater, Screen Guild Players, Holly' 
wood Star Preview, Skippy Hollywood 
Theater, Stars Over Hollywood do an insti- 
tutional job for the industry and get in 
at least one mention of a current picture 
attraction during each broadcast (in con- 
nection with credits for the star per- 
formers). The film gossipers, Jimmy 
Fidler, Louella Parsons, and from time 
to time Hedda Hopper and the like, all 
contribute to spreading "news" of the 
screen world. Sur\'e>s show that they 
do not take the dialer by the hand and 
bring her to the theater. They build 
interest but it takes something beyond 
this to turn interest into buying action. 
The same thing is true of the countless 



Robert Cumminss and Ann BIyth take time Out 
for 3^3 durin3 Lux Theater pr03ram rehearsal 
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guest appearances which stars make as 
their latest vehicles are released. Even 
great publicity ideas, such as The Egg 
and / stunt of People Are Funny (NBC), 
the Vox Pop (ABC) promotion of The 
Best Years of Our Lives, only entertain 
and spread the good word of what the 
picture is like, without startling the box 
office. 

Selling pictures via broadcast adver- 
tising is 100% effective only when it's 
done directly and when both the motion 
picture company and the stations or 
regional chain make a project of pro- 
moting the release. 

Linus Travers of the Yankee Network 
has made this kind of film-radio exploita- 
tion his personal responsibility. The 
first time that Travers undertook this 
type of promotion was in 1943 when 
Terry Turner of the field staff of RKO 
Pictures had the problem of building 
audiences for a 50-city premiere of 
Hitler's Children. Yankee covered the 
event with its 24 home-town stations 
effectively for the areas from which the 
theaters in the 50 premiere cities drew. 
The results, attested to by botli the ex- 
hibitors and the producing company, 
were broken box-office records in all the 
first-run cities. No other type of pro- 
motion had accomplished this consist- 
ently for RKO. 

The radio advertising appropriation 
for the picture was the biggest up to that 
time (1943) that had ever been budgeted 
for a picture. The subject matter of the 
picture was timely and lent itself to 
interviews, round table discussions, re- 
ceptions for the stars, book displays, and 
special recorded broadcasts by Gregor 
Ziemer, author of the book Education 
Jor Death upon which the screen play 
was based. The advance campaign was 
climaxed by a dramatic broadcast, fea- 
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turing the stars of the picture and based 
upon the picture. 

Hitler's Children established the fact 
that a saturation campaign will bring 
listeners to theaters and in a greater 
number than other mediums. Other 
mediums do not, Yankee points out, lend 
themselves to the saturation technique. 
It requires a number of other forms of 
advertising to achieve the saturation that 
broadcasting projects of itself. 

Hitler's Children was the first of a 
regular chain of Yankee picture promo- 
tions. In fairly rapid succession New 
England's pocketbooks were opened for 
This Land oj Mine, Behind the Rising 
Sun, The Iron Major, The Hitler Gang, 
and The Master Race. All of these pic- 
tures had promotional possibilities, each 
could be turned into a public-service 
t>'pe of broadcast campaign, and each 
could be radio-handled in a way that did 
not make its air-time seem like straight 
broadcast advertising. Yankee never 
made the mistake, and neither did the 
releasing companies, of using a razzle- 
dazzle technique to sell a run-of-the-mill 
picture. 

In July of 1945 RKO's timely Back to 
Bataan received the RKO-Yankee ex- 
ploitation treatment. Former prisoners 
of the Japanese were sent into all the 24 
Yankee network cities. They talked at 
hundreds of civic functions, made per- 
sonal appearances at every theater that 
lent itself to that type of exploitation, 
and broadcast a number of times over 
each station in the regional network. 

This campaign was climaxed with a 
monster demonstration at the Boston 
Garden. John Wayne, star of the pic- 
ture, was at hand with artists of the 
stage, screen, and radio. Yankee dis- 
tributed over 100,000 throwaways 
planned to increase the listening audi- 
ence. Libraries in all premiere cities co- 



operated with displays of books on Japan 
and tied in their displays with the broad- 
casts and the picture itself. 

Later the same year RKO and Yankee 
used the same formula to exploit another 
war picture, First Yank Into Tokyo. 

During 1946, the network and picture 
producers spotlighted Bad Man's Terri- 
tory and San Ouentin. In April of last 
year Yankee went to work on Duel in 
the Sun which had a bad press and the 
results in New England were better than 
the)' were throughout much of the rest 
of the nation. It's difficult to sell a pic- 
ture like Duel when both church and 
press are fighting it. 

Yankee's more recent handling of The 
Long Night is rated as one of the best of 
its long string of broadcast advertising 
successes. Interest in the picture was 
first roused by a spot announcement 
series used in the Yankee Network News 
Service airings starting ten days before 

Philly theaters display WCAU contest posters 
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the New England openings of the picture. 
The film was sensational and ideally 
suited to being advertised during a news- 
cast. Yankee personalities referred to 
the picture frequently during this ten- 
day period. Special screenings were ar- 
ranged for members of the American Bar 
Association and law enforcement agen- 
cies so that these men could see and dis- 
cuss the picture before its public show- 
ings. On the day before its opening, 
every station break over WNAC, Boston, 
was preceded by the phrase, "Have you 
seen The Long Night?" Listeners hadn't 
then — but they certainly did later — in 
New England. 

The climax of The Long Night cam- 
paign was a mock trial based upon the 
problem presented by the picture, in 
Boston's Symphony Hall. The trial at- 
tracted thousands of spectators despite 
the fact that it was one of the hottest 
nights of the summer. The hall filled up 
well before the trial and the overflow 
stood in the streets outside to hear the 
event. Outside the entrance a battery 
of army searchlights traced patterns of 
light across the sky. Thousands of Hub 
citizens who didn't go to the trial never- 
theless knew of the presentation and 
were reminded of it by the fingers of 
light they were able to see for miles 
around. 

The stars, Victor Mature and Ann 
Dvorak, came East for the trial and par- 
ticipated in the event. Boston's Herbert 
Callahan and Judge Thomas Courtney 
of Chicago, both famous lawyers, acted 
as defense counsel and prosecutor re- 
spectively. Once again Yankee did an 
outstanding job of selling a motion 
picture. 

The two-second announcement, "Have 
>'ou seen The Long Night?" is a form of 
motion picture advertising which several 
of the motion picture promotion men 
claim to have originated. Many of the 
stations in big cities credit 20th-century 
Fox with pressuring a rate for five sec- 
onds on to their rate cards. The cost is 
usually 30% of the station-break an- 
nouncement figure but these spots are 
not for .sale unless they're purchased in a 
minimum quantity — usually around 50 
per campaign. 

Twentieth-Century consistently uses 
more spots on a national basis than any 
of the other major companies. When a 
picture is selected for the "radio treat- 
ment," 20th spends around $5,000 to get 
from 400 to 500 spots on the air within a 

(top) Goldwyn Girls publicizing "Mr. Mitty" 
joined Mrs. FDR on Mary McBride's program^ 
(bottom) helped open WABD. (center) Danny 
Kaye, "Mr. Mitty," gives lobby interview 



five-day period in major markets. For 
smaller areas a maximum of 150 an- 
nouncements is used, with a budget of but 
a fraction of the big-city expenditures. 

No matter how sold on broadcast ad- 
vertising motion picture companies may 
be, they all agree that some pictures lend 
themselves to the use of the air, and some 
don't. Broadcast advertising authorities 
don't agree with the motion picture men. 
They feel any picture can be sold via 
the air, though not all by the same 
formula. 

Paramount's Dear Ruth and Golden 
Earrings are pointed to as two unsensa- 
tional pictures which radio helped to 
build to solid grosses. The latter had the 
assist of a hit song. Golden Earrings, 
which was plaj'ed to death on the air, to 
help it along. Neither, however, was the 
controversial type of .screening on which 
Yankee built its picture promotion repu- 
tation. 

Typical of the money that Paramount 
spends on a radio-promoted picture are 
the following broadcasting budgets: 



Town Slallon9 Spots Cost 

Hollywood 5 87 $2,000 

lIouscon.Tx 3 IJO $1.300" 

Plusburfth 7 124 $2,368 

Philadelphia 7 ISO $3,000 

Hartford 2 149 $1,400 



'Inlenlate Thealeri conlribultd S300 of ihit, uhieh it 
their usual percentagt split on special promoliont. 

The total radio budget for Dear Ruth 
IS not available but estimates place it 
between $35,000 and $40,000. 

Metro-Goldwin-Mayer spent nearly 
$1,000,000 in broadcast advertising in 
1947. Everjthing has been curtailed at 
this studio this year and at present there 
is no budget for radio. This is bound to 
be corrected but no one in the adver- 
tising department is prepared to say 
when. 

Motion picture rentals are usually 
established by first-run box-office returns 
in cities where the producing companies 
have exchanges, roughly the top 30 
cities in population. In these cities most 
of the national advertising budgets for 
the pictures are spent. 

The effect of broadcast advertising on 
the box offices is said to be from 5 to 25% 
of the gross take, according to the exhib- 
itors. They're able to judge this effect 
because pictures either use radio for all 
it's worth or leave it entirely alone. The 
box-office value of radio is therefore very 
apparent to the exhibitor. He simply 
contrasts a picture using broadcasting 
with one which doesn't. 

This 5-25% spread does not take into 
account an all-out campaign such as 
Yankee stages, or a contest promotion 
like W'CAU, Philadelphia, or WCKY, 
Cincinnati, have been sponsoring lately. 
(Please turn to page 64) 



SPONSOR 




The KMBC-KFRM Team is Custom -Built 
to provide complete, economical, simul- 
taneous coverage of the Kansas City trade 
territory. When you add KMBC's audi- 
ences in metropolitan Kansas City to 
KFRM's— it had listeners in at least 9 states 



KMBC 



of Kansas City 



and 231 counties the first two weeks it was 
on the air — you have the only real combi- 
nation for covering the Kansas City market. 
A study of the map above will show we're 
really talking turkey when we talk of 
Custom-Built Coverage to fit the market. 




for Kansas Farm Coverage 



Represented Nationally by Free & Peters, Inc. 
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ilre AM programs available 
on FM stations? 



([^IJ^ Not all network stations 
''^*^**«**^ with FM affiliates are diipli' 
eating all their AM chain programs. The 
percentage not going all out on the dual 
airings is small on CBS and NBC and 
large on Mutual. These and many other 
facts and opinions were disclosed in a sur- 
vey recently completed by the Frequency 
Modulation Association (FMA). The 
survey was undertaken among AM-FM 
stations to ascertain just what FM sta- 
tions were doing with network programs. 
FMA had fought long and hard for tlie 
right of its members to duplicate web pro- 
grams and wanted to uncover what had 
happened since February 1, when the 
duplication was made possible through an 
interim agreement between James C. 
Petrillo (American Federation of Musi- 



cians) and the four networks. 

Only 15'f of the FM stations affiliated 
with network outlets are presenting none 
of their web programs, but 48% are not 
airing the full net schedules. Their rea- 
sons vary. Some don't take their net's 
full schedules just because they're con- 
trary. Sonic are not duplicating because 
they have had complaints from listeners 
who missed certain programs which the 
FMers had broadcast prior to the starting 
of duplication. 

There is a real lack of understanding 
concerning duplication of AM network 
programs on FM outlets, on the part of 
the stations. Only 58 per cent of the 
network affiliates reporting in the survey 
knew that they had to take everything or 
nothing. When asked if the policy of 



Breneman, Crosby, and Benny — three big reasons why AM programs are important to FM 




I 



ABC I'l ' 1 1 ' 





their network disrupted programing on a 
local basis against the interest of their 
listeners, (B^l said "no," 21% said 
"yes," IC"; ducked the question. When 
further queried on whether the network 
program duplication caused them to lose 
revenue, 75% said "no." Only 6% re- 
ported any cash income decrease. 

Percentagewise, 15% of the CBS FM 
stations, 19% of NBC's, 32% of ABC's, 
and 94% of MBS' are not taking all web 
programs. It's vital that sponsors have 
an actual report on the FM release of 
their programs. Chain men, like presi' 
dent Mark Woods of ABC, realize this. 
The latter recently warned ABC stations 
to duplicate or else the web would go into 
the laggard stations' markets and make 
arrangements with non-affiliated FM sta- 
tions to release ABC shows. He warned 
the AM outlets further if they didn't 
have FM licenses to get them. 

Most stations (73%) reported that FM 
listening had increased substantially since 
network programs had been available. 
On the vital question of increase in FM- 
AM receiver sales, only 49% of the sta- 
tions reported that they knew anything 
about set sales. Forty-five per cent said 
set sales have been definitely up since 
chain programs were made available on 
FM. Only 4% reported that to their 
knowledge tiiere had been no increase in 
consumer buying. 

It is mostly the sustaining programs 
tiiat are not picked up by FM stations. 
Under the duplication agreement no 
charge can be made to sponsors for the 
FKl dissemination of the AM nctw-ork 
program, and the stations must sell some 
time locally to carry the ojierating burden 



{Please turn to page SS) 
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How come 
WFBR is FIRST 

in SoltimofG? 



No radio station was ever accused 
of modesty. If you have super-power, 
you blow your top about it. If you 
sell your time for lunch money, you 
get up on your hind legs and yell. 

But what does a radio station have 
to sell? An advertiser can't put a 



zillion watts in the bank — and no 
matter if he buys time for 2c a 
year, it's expensive if it doesn't 
deliver the goods. 

Radio stations sell audience — and 
that's how come WFBR is first 
in Baltimore ! 



FACT 



FACT 



FACT 



FACT 



a 
a 
a 



For October-February, Hooper shows WFBR FIRST in morning 
period: 8-12 A.M. 

For October-February, Hooper shows WFBR FIRST in afternoon 
period: 12-6 P.M. 



During the months of October through February, WFBR led all other 
stations in Baltimore, according to Hooper Total Rated Time Periods 
from the Hooper Station Listening Index for the City of Baltimore.* 

WFBR seats 100,000 studio visitors yearly! WFBR audience broke all 
Maryland records for March of Dimes contributions! WFBR audience 
wrote in for 75,000 tickets because of one mention that a few were avail- 
able! Yes, in America's 6th largest Market, WFBR is your first choice! 

*Hooper Station Listening Index — October, 1947, through February, 1948. 



WFBR 
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We don't sell the sizzle 
-we sell the steak! 



— And that's NO baloney! 




1. We've done :i lot i)f wUooiiiiig 
iil>out all the swell ricli-grjivv 
ti iiiiiniiigs yon get with a \\ N'H'I' 
eoiitnict. 

Irul getting down to red meat — first 
aiid foremost, WN'K'P is out to 
hel]) you carve out a higger, 
juicier hunk of the Uoeliester market. Not one to he 
a pig, we'll leave the gristle ami any sizzling to your 
coini)etitors. 

After that eouies . . . Service I'Ll'S! 

id. Of course if you want 
to be a pig aiul hog the 
Rochester market, 
WM'yr can give you 
Complete Atlvertisiug 
and Merchandising 
Service- of- the Air. 
K very tiling from 
inouey-makiiig, budget- 
shaving jiromotional 
ideas — and we i)ride ourselves on some lulus — to expert 
trouble-.sliooting on tough (listribiition problems. 

3. And if you want Fancy Pants on 
your show, we have a special Fancy 
Pants Dept. We can also stretch a 
dollar. 

First, WVET custom -plans your .show- 
to fit your product, your i)roblems, 
your siiles objectives . . . schedules it 
to reach your best markets ari<l out- 
scoop competition. Then we pack it 
with the kind of li.steucr-appcal and 
I{UV-iipi>eal that really gets chip- 
heavy i)rtisi)ects. 





the radio industry. 



4. There are no turkevs on 
W^'KT. Frankly we' can't 
afford that kind of reputation 
and we don't believe our clients 
can either — no matter how 
nuich they have to spend. 
'I'hat's why we've always ha<l a 
Xew York office. WVET is the 
OXLY — yo]), the only — Koch- 
ester station that does. 
We know the only way we can 
hel]) you cash in on new de- 
veloiJiucnts and snap u)) smart 
talent-buys is to maintain live 
contact with the very pulse of 
And we do just that — every day 




in the week. At 30 Rockefeller Plaza. Suite 3116 



5. bo why iiol let 
\V\ bring home 
the Ijacoii for you? 
We'll help you 
l)utclior (•ouij)eti- 
lioii (in a nice wuy, 
ol' course)— -run up 
Nour listener and 
selling ratings — 
do our darnedest 
to see liiat \oii get 
oodles of that nice 
rich gravy "the 
way we make it up 
Hochester wav!" 




THE EAGER-BEAVER STATION 
204 GRANITE BLOG., ROCHESTER 4. NEW YORK 



WVET 



ROCHESTER, NEW YORK 

BASIC MUTUAL STATION 
5000 WATTS 1280 KC 

NATIONALLY REPRESENTED BY WEED AND 



COMPANY 




Sanditens' Rist store in Okmulgee Oklahoma 



THEY GAVE 
AWAY 1800 
LIGHTERS! 



floor of radio io Oklsilioiiia Saiidiioii lirotliorK 




There's a big profit in auto 
accessories. Sam Sanditai, 
Lithuanian, looking through 
the windows of his Okmulgee, Oklahoma, 
gasoline station in 1918, decided that for 
the retailer oil and gas weren't the way 
to make big money. He knew that he 
made a higher margin of profit on the 
little side items he was selling than on 
pumping gas. 

Was there any real money in the San- 
diten family? 
No. 

Even after Sam brought in brothers 
Maurice and Herman, there was only 
enough cash to open one store in OkmuU 
gee. The brothers Sanditen sold a few 
auto accessories and second'hand tires. 

Just as Sam thought, there was profit 
in the accessories business. A second 
store was opened in Henryetta (also in 
Oklahoma) and then a third, in a new oil 
town, Tulsa. Every store made a profit, 
the hard way. Business didn't flow to the 



stores. Diiect mail (a favorite Sanditen 
way of reaching customers 20 years or 
more ago) produced, but slowly. From 
1918 to 1932, the Oklahoma Tire and 
Supply Company, as the Sanditen brotlv 
ers called their business, grew from one to 
12 stores. In 1 93 1 they were spending 
$7,500 for direct mail, $2,200 for news- 
paper advertising. Their advertising 
budget for 1932 was to be the same. 

The outlook for '32 wasn't good. The 
depression was at its height. Taking 
stock after the Christmas season wasn't 
a happ>' post-holiday chore. Checking 
the odds-and-ends left over, the inven- 
tory showed 1,800 cigar lighters. Tlie 
lighters were a holiday number. The 
chances of anyone's buying the things, 
after the gift-giving spirit had left them, 
were nil. Brother Maurice went to 
brothers Sam and Herman and said he'd 
like to give the things away as a store 
traffic builder. 

The brothers asked "how?" No sending 



good money after bad. 

Maurice had an idea. Could he buy 
just two oh-so-cheap time spots on Tulsa's 
KVOO and tell everyone to get one? 

"How much?" 

"Less than $10." 

"What can we lose?" 

Their plate glass windows were dam- 
aged. Policemen were called out to keep 
the crowds under control. An extra spot 
announcement telling KVOO listeners 
that all the 1,8(X) lighters were gone — "so 
please stay away from Oklahoma Tire 
and Supply Company stores, p-l-e-a-s-e," 
had to be bought. 

For every lighter (cost six cents) that 
the Sanditens gave away they did over 
$2.00 worth of business — the under $10 
of broadcast advertising delivered roughly 
$3,600 worth of business. Even if the 
cost of the lighters were included in the 
advertising costs it would have meant 
only $108 plus $10 or $118 to bring in 
$3,600 worth of business — an advertising 
cost of less than 3-1/3 cents per dollar. 

That was far lower than the cost of 
(Please turn to page 96) 



One of Sanditens' 175 stores that cover Midwest throush direct-selling newscasts over KVOO and a host of stations at cost of $100,000 a year 






it's WIMid 1^1*1' III 



ISroiiil«'«'isl ii«lv<M'lis<'rs l4M»k 

lsil»4»r <i*iiii4|iiilily on llie Jiir 



TV, FM, and AM are now 
' musically on a par— in so far 

as labor relations arc concerned. This is 
what, in brief, the agreement between 
James C. Petriilo for the American Fcdcr- 
ationof Musicians, and the four networks, 
means to the sponsors of commercial pro- 
grams. While there are a few "ifs" that 
rise to disturb the carping, the relief that 
is seen in the eyes of advertising agency 
radio men is genuine. 

Not e\'en the reminder by George 
Heller, executive secretary of the Ameri- 
can Federation of Radio Actors, that per- 
formers cannot be both heard on sound 
broadcasting and seen on tiie visual air at 
the same time without their being paid 
extra, inspires more than a inomentaiy 
frown. No one feels that Heller will do 
anything to cut down available work for 
his members, many of whom have been 
finding it tough sledding during the past 
few months. AFRA is out to create new 
jobs more than it is to increase pajments 
to the few who are woiking. Heller's 



preferential contract witii WLW (Cincin- 
nati) is an indication of this. 

AFRA, Directors Guild, IBEW, lATSE 
and all the other unions may raise future 
disturbances. They can't, however, dis- 
turb the sleep of agency, network, and 
station excaitivcs in the manner that the 
iiead of the musicians has been doing for 
the past few months. Most advertising 
men, being natural cynics, felt that 
Pctrillo's permission to FM affiliates of 
AM stations to duplicate the latter's 
musical prograins for an interim period of 
60 days, while the networks and the union 
were arriving at a new contract, was a 
gesture calculated to lull suspicious minds. 
Apparently they were wrong. The head 
of the AFM seems to have been con- 
vinced that broadcasting at the moment 
can't afford a higher rate of pay for 
musical talent. He seems also to have 
been conN'inced that it would not be 
politic at this time to force the networks 
to employ more men. The networks .is 
such have not been making the huge 





Scale 


Musicians' 
employment. 


Program 
duplication 


Co-op 
programs 


AM 


unchansed 


as is 


yes 


yes 


FM 


nothins 
extra 


as is 


yes 


yes 


TU 


fluid 


maximum 
possible 


yes 


yes 


DISKS 


not covered in 


the network agreement 





sums that they are thought to have been 
making. Best example of how difficult it 
is to operate a national network without 
other income than that produced by net- 
work commercial transmissions is seen in 
the uphill battle that the Mutual Broad 
casting System has been making to come 
of age financially. Only the MBS co- 
operative program department has con- 
tributed something extra to the net- 
work's income and helped it keep the 
wolves from tearing the Mutual Red- 
Riding Hood to tiny bits. With music 
now okayed for cooperative broadcasts 
the missing program factor in network 
service for local sponsors is no longer 
missing. Networks can serve their sta- 
tions and local and regional advertisers 
with shows just as well produced and just 
as well rounded as the prograins they 
produce for regular web airing. 

Transcription producers declare that 
availability of music on co-ops puts them 
at a dis.advantagc, since they are con- 
stantly called upon to sell advertisers in 
competition with cooperative programs. 
An appeal on this is scheduled to be made 
to the union. It is known that Petriilo is 
perfectly willing to reach an agreement on 
transcriptions if the producing organiza- 
tion will certify that they will be used only 
once per station. Such use would in his 
mind be little different from a network 
broadcast except that "it might be as big 
as all four networks combined and thus 
could justify a slightly higher scale than 
a network performance." 

The new Petri llo-network agreement 
looks upon all broadcasting as part of one 
great medium, be it FM, TV, or AM. In 
the case of TV, the president of the AFM 
is not ready to agree to a scale as yet. 
For the time being, every telecast will be 

{Please turn to page 99) 
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Wed. 7:30 P.M.. WKBN. Beats four 

compcfins network stiow4: two 
mysteries, a drama, a comedy — 
almost 2 to I. 
(HOOPER-Oct. H4i, Feb. 1147) 




Sur.. 12:30, WTMJ. Beats 

total ratir<3S o( all com- 
peting stations. 

(HOOPER-Fcb. Apr.. 1947) 



Tues. 7:30 P.M., WJR. 52% share 

of audience. Rating is more than 
twice competing network mystery 

— almost double two competing 
network variety shows. 

(HOOPER— Dec. I?46, Apr. 1947) 

Sun. 3:30 P.M., WKRC. Highest 

rated show on WKRC all 
day and night (Sunday). High- 
est rated Sunday afternoon 
show on all Cincinnati stations. 
(HOOPER— Oct. Dec. IM7) 

Sun. 2:00 P.M., WCOL. 54.2% 

share of audience. Highest rated 
musical show on all stations, 

Sunday afternoon. 
(HOOPER— Fali-Winter. 1944-47) 

Sun. 1:00 P.M., WFBM. Dou- 
ble rating of nearest competi- 
tion; almost four times rating 
of competing network musical. 
(HOOPER— Dec. Apr. 1944-47) 





TRANSCRIBED FOR LOCAL AND 
REGIONAL SPONSORSHIP. 



M m ^ Here is a rating story seldom equalled 

by any radio showl Starting in June, 
1946. THE WAYNE KING SHOW soon 
topped all competition in city after city. It's tops in 
production . . . with Wayne King and 
his Orchestra . . . and great stars like 
Nancy Evans, Larry Douglas, Franklyn MacCormack. 
It's tops in sponsor satisfaction as evidenced by repeated 
renewals and multiple market approval. 

TRANSCRIBED BY ZIV MEANS THE GREATEST IN RADIO SHOWS 





Tin: \ ni«hincAsriAG com i-UiW Hollywood - 



15,000,000 Peanuts and some Buttercups ^ 



\Vlie!i an offer of Itamiiuniliis Bulbs was made recently on Elmer Peterson's news program, some 
102, ()()() [lieces of mail enclosing evideiiee of [mrcliasc were received. 

That's only oiu^ example of many whieh demonstrate that I\Uersf)n and the iVUC Western 
NetWork do a joli for Planters iVut and Chocolate Company. 

Planters hought the .):45 p.m., Wednesday-through-Saturday time in 1911, using eight 
NHC Pacific Coast stations. Today, Planters still has the same time period, some 
four additional stations — and a daytime (;oimnentator consistently Idessed 
with higher ratings than any other, national or regional. P«'terson's daytime 
average in those three years has been 5.6, and he hit 8.4 last year alone. 

There are reasons for this su(;cess. He's exjterienced, of course — has covered the 
news lor AP and then NBC in 33 countries . . . he's conscientious — 

s|»ends 7 hours in the San Francisco newsroom preparing his (|uarter-hour program . . . he's a 
fine broadcaster — offering intelligent reporting, honest interpretation, 
plus sound analysis. And Elmer Peterson broadcasts for 
Planters over the great NBC Western Network. 

That combination brings the nation's largest selling brand of peanuts both good will 
and good customers. The experience of Planters — and such 

other advertisers as Bekiiis Van and Storage, Richfield Oil, Sperry Flour, Standard Oil and 
Tillamook — bears out the conclusion: Fine programs on NBC Western 
Network get results in the Rocky Mountain and Pacific states. 



SAN FRANCISCO NBC WESTERN NETWORK " 

A Service of Radio Corporation of America 





Mr. Spoiisfir Asks 



"Isn't a (-('iitral ch'uriii*^ lioiis^c ol' sonic 
kind (oi- spot liroatlrast a<lverlisin«^ hill- 
in" l)olli (Icsirahlc and feasible?" 



CP n I Advertiiing manager 

. C. KogerS | fredW. Amend Co., aUago, III. 



Tlie 

l*ic*ko«l I'siiid 
31 r. IC<>i:'4'rs: 




^r*-^ On the basis of 

\ my experience 
\ here at the Katz 
w * Agency, I do not 

^ think that the 
idea of a "clearing 
house" for spot 
broadcast adver- 
tising biUing is ap- 
plicable to radio. 
For one thing, it 
would inevitably disclose the quality and 
quantity of the business done in specific 
markets by certain advertisers who for 
competitive business reasons do not want 
this information made public. Also, the 
setting up of such an organization to clear 
all billings between stations and agencies 
would be a tcrrificall> complex job. The 
Katz Agency, as a radio station represent- 
ative, docs handle billing in such a manner 
— but wc handle it only for our list. 

An}' spot broadcasting clearing house 
handling billing for all radio stations and 
agencies would require a tremendous 
number of trained and efficient employees. 
The overhead for such a staff would un- 
doubtedly be charged to the advertiser — 
and the cost would be considerable. The 
Katz Agenc>' makes no charge for such a 
ser\ice. In addition we provide the 
duplicate function of protecting our sta- 
tions' interests by protecting them on 
short rates and hy advising all Katz sales- 
men of the trends in spot broadcasting, 
while giving automatic rebates to adver' 
tising agencies and their clients on all 
earned frequencj discounts. In other 
words, if billings for spot radio are to be 



cleared through one channel, that channel 
can best be the station representative. 

There is, however, a definite need in 
radio for a companion organization to a 
clearing house. Such an organization 
would be a checking service to keep 
records on spot business, much as Media 
Records and P. 1. B. do for printed 
media. It is obvious that there are many 
difficulties in setting up such a service, 
due principally to the reluctance of some 
spot users to release expenditure figures, 
but this sort of service would, in my 
opinion, be a more practical contribution 
to the business of broadcast advertising. 

Morris J. Beck 
Treasurer 

The Katz Agency, Inc. 



BH^^^^ It seems to me 

I^^^Hjj^^ such a clear- 

1^^^^^^^^ ing house would 
( only complicate 

1 ^ f->^^r'\ matters more than 
^< they are at pres- 
ent. Since station 
' ^ ^ representatives 
^^^P^^p thrive solel}' on 
spot radio, it's 
their function and 
responsibility as sales-service organiza- 
tions to know and handle all phases of the 
business, including the many variables 
that enter into each piece of spot billing. 

As it stands now, station invoices and 
affidavits go directly to the agency. When 
a problem arises, the agency takes it up 
with the rep who, in turn, straightens it 
out promptly with the station. What will 
be gained by having anybody else in the 
act? 

Under the proposed plan, agencies 
would check their billing problems, I 
assume, with the clearing house. The 
latter, in order to iron out the problem, 
would necessarily have to check with the 



X 



rep or the station, probably both. This 
would require that the station or the rep 
report all details of the deal, all omissions, 
make-goods, and other schedule changes 
affecting invoices and affidavits to the 
clearing house, as well as to the agencies. 

Assuming that stations and reps would 
be willing to cooperate with the project 
and release such confidential, detailed 
information on all their business deals (a 
\'ery unlikely assumption), the system 
itself would only tend to further compli- 
cate an already overly-complicated busi- 
ness. There would be overlapping of 
effort, additional confusion, additional 
paper w'ork, a slowing down in procedure, 
a new bottleneck. 

If agencies, stations, and reps are look- 
ing for a w'ay to simplify and reduce the 
work involved in spot billing procedure, 
they should urge the adoption of a 
standard, combination invoice-affidavit 
fonn by all broadcasters. Such a form, 
carefully tested, is available. 

N. Charles Rorapauch 

PresideJif 

N. C. Rorabaugh Co., N. Y. 



In my opinion 
this clearing-house 
idea would make 
{ impossible a 
prompt and accu- 
rate relationship 
between advertis- 
ing agency and 
station for the fol- 
lowing reasons: 
1. To notify an 
outside source of all the details of the spot 
campaign — what is bought, length of con- 
tract, cancellation temis, appropriate rate 
card or special rates worked out, would 
take agency time better devoted to the 
purchase and improvement of the spots 
thanselves. 
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2. Since the checking of atfidavits is an ' 
important preliminary to the paying of 
bills, clearing-house participation in the 
station-agency-client relationship would 
definitely slow up the agency's analysis of 
one-time substitutions and omissions, 
whether previously clearcLl with the 
iigcncy or not. 

3. A central clearing-house \TOutd make 
it more difficult to conceal the facts of a 
campaign from competition. Even though 
the clearing-house were sworn to secrecy, 
basic information concerning areas in- 
volved and the total size of the appropria- 
tion might all too easily leak out in the 
form of off-hand comment. 

4. This clearing-house service would be 
a duplication of already existing clearing- 
house techniques established by many 
large advertisers with several brands 
earning combined discounts. In some 
instances, the client notifies all of its 
agencies of the discount earned, and some- 
times an outside house agency is re- 
sponsible for the dissemination of this 
information. 

Stanley H. Pui ver 
Titnebuyer 

Dancer'Fitzgerald'Siimple, N. Y 



The represen- 
tatives of radio 
stations would be 
doing advertis- 
ers, agencies,. and 
the stations they 
represent a great 
service if they 
would establish a 
clearing house for 
spot broadcast 
schedules they set. 

Bills rendered by stations are some- 
times late or incorrect; or the affidavits 
are missing or contain discrepancies. The 
agency must write the stations direct 
and even if corrected billing or missing 
affidavits are forthcoming immediately, 
so much time is lost that the station 
sometimes does not allow the cash dis- 
count, if it has one. 

The advertiser requires that schedules 
run at the exact time ordered. The sta- 
tion, too, is entitled to that same prompt- 
ness in receiving payments. This be- 
comes a grave problem for the agency 
when hundreds of stations are involved. 
If all representatives supplied one bill 
and one affidavit, or at least handled 
their own stations' billing, not only would 
the responsibility be shared but a better 
{Please turn to page 1 01) 






BOOK OF THE MONTH 
Promotion" 



• With a potential of 400,000 radio-families in 
Centra! Indiana, WFBM recruits LISTENERS by 
consistent, year-'round program promotion. 

Seven different media persistently pound home 
the "what, when, where" of WFBM programs. 

WFBM's 4-color taxi posters are carried nearly 
5,000,000 miles a year. Legitimate playgoers find 
WFBM display ads in every playbill. Baseball and 
hockey fans are reached in every home-game pro- 
gram. Counter cards, window streamers, and post- 
ers are placed in drug and grocery stores by per- 
sonal calls every week in the year! Display ads in 
Indianapolis newspapers support sports and spe- 
cial event broadcasts . . . while selected groups 
receive direct mail promotion of WFBM pro- 
grams of special interest. 

Best of all, we think, is RADIO — used constantly 
to win new listeners for WFBM programs. 

All promotion (^except announcements) includes the 
name oj the sponsor or the product advertised. 



Persistent program promotion is one reason why. . . 
WFBM is "First in Indiana" any tvay you look at it! 



BASIC AFFILIATE: Columbia Broadcasting System 
Represented Nationally by The Katz Agency 
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Here is one of radio's fireatest five-mil^' 
show values ... a transcribed series tl 
western flavored hut not cowhoy. homey i 
not hill-hilly. Westward Ho! is a prog n 
series you hope for hut seldom fin<l ., 
skillfully produced. packed with « 
universal apfteai, yel inexpensive eno^ 



TRAXSCRIPTIOX 

117 W. High St., Springfield, Oi 



I 




minute show series with wide 
the small budget advertiser 




nil 
U 

t] 

■or 



to interest >«niall budget advertisers. 
If you've been looking for a network quality 
five-minute show, one that produces valuable 
day-to-day continuity, sen<l for audition 
discs. There's no obligation and you are in 
for a real surprise. Cost, availabilities, and 
other details also available on request. 




(SALES, IXC. 

Telephone 2-4974 



New york-47 West 56th St.— CO 5-1544 
Chicago — 612 N. Michigan Ave., Superior 3053 
Hollywood— 6381 Hollywood Blvd., Hollywood 5600 





WSM APPLIANCES? 



In ten years the electrified farms 
in the WSM region have increased 
794%. That's a market. 

It's a market for appliances, for 
home and farm — appliances which, in 
addition to their own trademarks, bear 
an invisible label — the stamp of 
approval our listeners automatically 
attach to products advertised over 
WSM. Our 7Vi million have come to 
accept as gospel the statements that 
ride our 50,000 watt, clear-channel 
signal. 

This confidence is the force that 
opens the gates to this market for our 
sponsors. 




NASHVILLE 



Harry STONI, C«n. Mgr., IRVINC WAUCH, Com. Mgr. • IDWARD PITRY 1 CO., Nat'l Rep. 
SO, 000 WATTS • CltAR CHANNtl < 6S0 KIlOCYCLtS « NBC AFFILIATI 
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TEEN-AGERS LIKE MYSTERIES 

(Continued from page 29) 

> car-olds (the span covered in tlie survey) 
were in rated order: 
Suspense (CBS) 
Inuer Sanctum (CBS) 
Sam Spade (CBS) 
The Whistler (CBS) 
Fat Man (ABC) 
The Clock (ABC) 
Escape (CBS) 
Molle Mystery (NBC) 
Thin Man* 

Murder & Mr. Malone (ABC) 
Mr. and Mrs. North (CBS) 
House of Mystery (MBS) 
The Shadow (MBS) 
Mysterious Traveler (MBS) 
Crime Photographer (CBS) 

* Xtnr off the air. 

Since House of Mystery was the focal 
interest of the advertising agency paying 
the bills of the research study, there was 
I more detailed delving concerning it on the 
I part of the young researchers of the 
Metropolitan Youth Survey organization 
than there was on other programs. They 
uncovered the fact that 54^^ of the 
respondents listened to HOM and 46% 
did not. However, only 13.5% of those 
who listened did so every week. Less 
than half (49.6%) listened "often," and 
36.9% listened "occasionally." There 
was nothing in the report to indicate the 
frequency of listening which "often" and 
"occasionally" represented. 

When queried on the reasons why they 
liked or disliked the program, the re- 
,spondents focused on two of the same 
factors for both liking and disliking. They 
disliked the program because they "don't 
like mystery." They liked it because it 
was "full of mystery." They disliked it 
because it had "not enough suspense." 
They liked it because it was "full of 
suspense." 

Negatives called the program "childish." 
The affirmatives labeled it "interesting." 

Of the total panel of 257, SS.5% indi- 
cated that they listened to mystery pro- 
\ grains, with 56.8% of these who listen to 
mysteries indicating that they listen fre- 
quently (at least every other broadcast of 
their favorites). 

Although their parents may wish that 
they didn't tunc thrillers as often as they 
do, 94.4% of the respondents stated that 
] there was no parental objection to their 
program choices. And they all stated 
that they'd listen, whether their parents 
I objected or not. 

Which might be construed as bringing 
home a certain responsibility to sponsors 
I and broadcasters of mysterj' tales. * * * 
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Paul W. Morency, Vice-Pres. — Gen. Mgr. Walter Johnson, Assistant Gen. Mgr. — Sis. Mgr. 

WTICs 50,000 watts represented nationally by Weed & Co. 




Based upon (he numbei of prosrams and an- 
nouncements placed by sponsors with stations 
and indexed by Rorabaugh Reporl on Spol 
Radio Advertising. Spots reported for month 
of September 1947 are used as a base of 100 



f-ebruary spot business continued down for the fourth consecutive 
month. Only in New England was there a regional increase. The 
index of business in the Northeast jumped from 91.8 in January to 
95.2 in February. In the industry classifications, only Drugs increased 
their national spot business, their index moving up from 108.7 to 1 17.0. 
Drugs have continuously used more air time since last September. 
Some of this increase should be credited to seasonal trends. Single 
other industry to continue above the base month (September) is the 
Beverage and Confectionery, although it was ofT considerably from 
January. Eleven per cent of Rorabaugh-reporting advertisers in- 
creased their schedules in February, while I2'^~c scaled their's down. 




Based upon reports from 238* Sponsors 
Sspl. 1947= 100'/. i'bass month, 
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Trends by Geographical Areas 1947-1948 

New EnsUnd 



2,280,000 radio families 



9,166,000 radio families 
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6,399,000 radio families 
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Trends by Industry Classifications 1947-1948 
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84 Sponsors Reporting 



Food 



38 Sponsors Reporting 



ConfvcrUott' 



T Soaps, Clearnsfi , 
and Toiltiriej | 



'50 -j 13 Sponsors Reporting 
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5 Sponsors Reporting 

I 
I 



53.4 



49.4 



16 Sponsors Reporting 



Automotive 



Toba 



ceo 



Drugs 





1 _ 




_ 








• /•'or thit totat It spontor im rr yarded a* o tingle eorporatt tntUy no matUr hole many direr tf dirisian* il mny inflndf. In the indiutry report t, hoipetrr, thr snmf xponror mny 
bt repnrird unjrr a numUr o/ elasiifienlinni. 



54 



SPONSOR 




• Here's the way the Brown & 
WiUiamson Tobacco Corporation and its 
agency. Batten, Barton, Durstine & Osborn 
— New York, build sales and profits for 
KOOL Cigarettes: They reach plenty of 
people... with plenty of announcements... 
on plenty of stations from coast to coast. 

It's a big typical Spot Radio job and you 
know it pays because Brown & Williamson 
keep at this hard-hitting advertising 
52 weeks a year. 



And why shouldn't it pay.' Each station 
in each market is picked on merit — regard- 
less of network affiliation. Each announce- 
ment is aired at a carefully selected time 
with a large measured audience. And every 
second of time that's bought is devoted 
solely to selling. 

Why not try flexible, powerful, profit- 
able Spot Broadcasting yourself.' Ask your 
John Blair man about it. 



*Spot llroat^ctistjng is 
radio advertising of 
any type (from brief 
announcements to full- 
hour programs) plan- 
ned and placed on a 
flexible market-by- 
market basis. 




Oflices in Chicaeo • New York • Detroit • St. Louis • los Angeles • San Francisco 




JOHN 
BLAIR 

& COMPANY 

REPRESENTING LEADING RADIO STATIONS 
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Next month, we anticipate, WHB in Kansas City 
will offer greatly expanded facilities to carry jowr sales 
message to the rich Midwestern Marketland. WHB 
is swinging up to — 

10,000 WATTS 
710 KILOCYCLES 
FULL-TIME 

Get next to a good thing, Mr. Advertiser! See your 
John Blair man and join the Swing to WHB. 




10,000 WATTS IN KANS4 

DON DAVIS ^ 
JOHN T. SCHILLING 

CENftAl UkUkCl* ^ 



'RcpA e^cnicd. btf 
JOHN BLAIR & CO. 




10 Wosf .'»2ii€l 

Continued from page 6 

have time to listen to a factual presenta- 
tion by sales and promotional representa- 
tives. If this attitude u'ere adopted by 
those in whom sponsor suspects "an 
appalling lack of appreciation of radio" 
our educational duties would be more 
effective. 

Granted wc can afford to improve our 
own promotional effort; how about fin- 
ishing your editorial with an appeal to 
the apathetic advertiser? 

Bob Keller, President 
Robert S. Keller, Inc. 
New York 

^ See **Sponsor Speaks." page 102 

COVER TO COVERI 

I ha%'e just finished reading the March 
issue of SPONSOR, and when I say "read- 
ing" I mean from cover to cover. I found 
it a treasure house of information. 

The job >ou are doing 1 know must be 
a difficult one but from an industry view- 
point it is necessary that your fine efforts 
continue. Keep up the good work. 

David Hale Halper.m 

Vp 

Owen & Chappell, N. Y. 



You'll get BETTER 
RESULTS 




MUTUAL NETWORK • 710 KILOCYCLES • 5,000 WATTS NIGHT 



in NORTH JERSEY 

with WNJR 

5000 WATTS 



the radio station of the 



SPONSOR 



DIALING HABITS 

(Continued Jrom page 32) 

town schedule, sales went up another 
12%. The netsvork areas showed a sales 
slump of 4%. 

Indicative of what can be accomplished 
with programs keyed to smail-tosv-n audi- 
ences and broadcast over home-town sta- 
tions is a Study made on Luiti & Abner. 
The Survey was made during March 1947 
when the program was still on ABC (it's 
a CBS feature now). National network 
Hooperatings gave this show a 3.4. In 
order to obtain a cost'jTCr-thousand figure 
for the sponsor, Miles Laboratories, it is 
necessary to project this 3.4 — which is 
only a figure for listening in 36 cities 
where there is equal opportunity to listen 
to all four networks — to the entire IIO 
network cities used. This is not good re- 
search procedure but it must suffice for 
comparative purposes until there's a 
National Hooperating or Nielsen's Audi- 
meters are sufficiently numerous to give 
city'by-city ratings. The 1 10 cities were, 
at the time of the survey, the homes of 
106,087,000 people. Projecting the 3.4 
rating against this number developed a 
cost-pcr-thousand of $0,971. 

A special Hooper coincidental rating 
was taken for Miles in 30 cf the 116 one- 



MIO 
KBIW 



ANY WAY 
YOU LOOK AT IT . . . 

KNOXVILLE'S BEST BET 

is 




Represented by Donald Cooke, Inc. 




$5,000 COULDN'T! 

Five thousand dollars couldn't pay production costs for 
even one half-hour program of The Cavalcade of Music. . . . 
Vet this entire 52-week series is available for local and 
regional sponsors at station time plus a small service fee. 

The Cavalcade of Music (transcribed) is a big-time musical. 
It features D'Artega's 35-piece Cavalcade Orchestra, 16- 
voice chorus and a top-flight guest appearance every week. 
Guest stars include: Tommy Dorsey, The Modernalres, 
Anita Ellis, Vaughn Monroe, Tony Russo, Riders of the 
Purple Sage, Tito Guizar, The 4 Knights, Rose Murphy, 
Frankie Carle and many others. 

The Cavalcade of Music is available NOW on 600 Lang- 
Worth member stations — exclusively! For cost and time 
availability contact the Lang-Worth affiliate in any de- 
sired market. 

LANG- WORTH, Inc. 



113 W. 57th St., New York 



*D'ARTEGA 
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WHAT STATION IN 
SOUTHEASTERN OHIO 
DELIVERS 60 PERCENT 
OF THE LISTENING 
AUDIENCE? 

IT'S 




ZANESVILLE 
60 PERCENT 

. . . of all listening homes in 
Zanesville are (uned to WHIZ, 
according to Conlan Survey (week 
of November 16, 1947). 



60.4 



Avcrasc for 
entire survey 



17.2 



19.0 7.6 
I J 1 



WHIZ 



B C Others 



MORNING, NOON 
AND NIGHT 

. . . WHIZ dominates in 
Southeastern Ohio. 

• 55.5% of morning audience 

• 59.7% of afternoon audience 

• 63.2% of evening audience 

IT'S A 




FOR SALES 
NBC IN ZANESVILLE 

REPRESENTED BY JOHN E. PEARSON 



station towiis they were using with the 
same program. In these 30 cities the pro- 
gram had a Hooper of 10.2. The 116 
cities, according to researcher Walter P. 
Burn, were hubs of trading areas with a 
population of 15,09-1,831. Projecting the 
10.2 rating against this population pro- 
duces a cost'per-t housand figure of 50.377. 

i^cccnt offers on the air further indicate 
the pull of small iivtown stations. Miles 
Laboratories offered a picture of Lum and 
Abncr on four broadcasts, pulled 62,075 
inquiries at a cost per inquiry of |0.033. 
During three i4ioi/ Jenny fCBS) broad- 
casts Lt ver Brothers made an offer of a 
$1.50 cookbook free. The offer pulled 
4-1,000 inquiries at a sponsor cost o'^$0. 14 
per inquiry. The pull of these two pro- 
grams is compared because both use a 
homey appeal, have been on the air for a 
long time, and were free of boxtop or 
other proof-of-purchasc requirement. 

Towns with one station frequently pro- 
duce out-of-this-world ratings. Whilethe 
Broadcast Measurement Bureau survey 
wa; made in March 1946, when the rate 
of new-station growth hadn't reached the 
size it has today (there were only 235 in- 
dependents when the BMB survey was 
being made), nevertheless the BMBs of 
in-lown stations are significant in many 
cases. A few picked counties are proof 
positive of what happens in the daytime 
in these one-station towns. (In-town 
station is listed last.) 



County 
Josephine. Ore. 



Pontotoc, Okla. 



Sutions and BMBs 
KEX. KFl. KGO, KGW. KMED. 
LT LT LT 43 LT 

kvx. k;oix. \ivo. \iQ\v. i:sl. 



LT LT 
KUI.N 

K(;k.o, kom.\, 



IS 



I,T 



10 



KRLD. KSKV. 



Cascade, Mont. 



Hannibal. Mo. 



LT 10 51 KS 
KVOO. K.\KW. W'BAP. 

46 LT 66 

W'EN'RWLS. W'KV. WSM, 

LT 71 LT 

KAI).\ 

92 

KFl. KGHL. KVX. KO.\. KGIR. 
LT 22 LT LT LT 
fCPO. KSL. CKB. KFBB 

LT 12 IS ti 
KMOX. KSD. KXOK. 

39 48 27 
W'DAF, WENR-ULS. 

22 

WLW. WMAQ. 



13 
WHO. 
17 



NS 



25 



WCAZ. 

11 
WGN. 

31 
WSM. 
LT 



CITY 

WITHIN 

A 

CITY 



'ITk' \A's .M«>iiiiluiii 
HoiiK' \<'lfrairs Hos- 
pital, williiii ihc liiiiit."^ 
of Johnson Cil>, is u 
«ily ill ilsolf. 3000 pa- 
tients and all operating 
pcrsoiiiirl lioii.sod there 
mean thousands upon 
Ihoiisaiids more dollar^ 
in permanent l>iisincss 
for this market area. 
Afi<l families here al- 
ready have the higlie.st 
average ineome of any 
eomparahle group in 
the South. Check WJHL 
and Johnson City nowl 

ONLY ABC OUTLET 
COVERING THE NORTH- 
EAST TENNESSEE MARKET 



UTAD, KlIMO 
77 94 
Jones. Miss. KMOX. UTOC, 

LT N'S 
WFOR. U JDX. 

20 19 
WOAl. WSM 
1,T 17 
Marquette. Mich. K.MOX 
LT 



WEN'R-WLS. 
10 

WL.AC, WLW, 

LT 
WUL. 
72 

W BBM. 

l.'i 

\\ ENK.-WLS. WGX. W IIO. WJR. 

18 27 LT N"S 

WLW, WMAQ. WTMJ. WDMJ 
N'S 24 LT S7 




{Please turn to page 62) 



5.000 W 910 KC 

JOHNSON CITY, TENNESSEE j 

Nat. Rep. John E. Pearson Co. < 
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WXYZ 



is the ONLY station in Detroit that 
offers you a complete merchandising 
operation, plus proved sales power ! 



Last year a citrus packer (name on 
request) decided to introduce his line 
in the Detroit market. Because of its 
national reputation in merchandising, 
WXYZ was given the job. In cooper- 
ation with the food broker for the 
account, the station's merchandising 
staff undertook the complete assign- 
ment: jobbers, distribution, point-of- 
sale promotion, etc. Demonstrations 
that tied in with WXYZ advertising 
were conducted in supermarkets . . . 
an average of 600 cans a store were 
sold ... a total of 26,858 cans sold 
over a 13-week period. In the first 
half year, sales zoomed from sixty- 
sixth place to forty-fifth . . . and to 
twelfth place in the second half year! 

If you have a product to sell in 
Detroit, this story is important to 
you for several reasons . . . 

FIRST: it proves the tremendous sales 



power of the station. Jobbers are 
willing to cooperate on WXYZ-ad- 
vertised goods because they know that 
WXYZ moves merchandise. 

SECOND: it illustrates a complete mer- 
chandising service that is unique in 
Detroit. It does not consist of just 
sending out letters and providing the 
usual merchandising helps. ..WXYZ's 
staff of food and drug experts does 
the entire job from start to finish. 

THIRD: it shows you that, at WXYZ, 
the emphasis is on efficiency and 
service ... on getting more for your 
advertising dollars than you can get 
on any other Detroit station. 

If you are in the competitive sell- 
ing market in Detroit— or planning 
to be— remember: WXYZ is the 
merchandise-minded medium (oryour 
product! 



ABC 



. , . your best bet — both ends of the alphabet 
1 270 KC — 5,000 WATTS ^^^^^^ 

American Broadcasting Company 




APRIL 1948 



Call the ABC spot sales office nearest yon for information about 
any or all of these stations! 

WJZ— New York so.ooo watts 770 kc KGO— San Francisco so.ooo watts 8io kc 

WENR- Chicago 50,000 watts 890 kc WMAL- Washington 5,000 watts 630 kc 
KECA -Los Angeles 5,000 watts 790 kc ABC PACIFIC NETWORK 
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PRODUCT 1 


PROGRAM 


TIME 


OFFER 


TERMS 


OUTLET 


ARMOUR a. CD 


riiiffon 
Snap l-lakcs 


Hint Hunt 


MTWTI" 
i 4.29 pill 


Ciwii and iitfTdi;iiifli)w prizes totalintc 


Weekly rontfstg in whioh liKtemrs eoniplete 
product jingU-. Send withboxtoptosponBor, Chi. 


CBS 


BDRDCN CD 


Oairy 
produrls 


Coiiiity 
Kair 


Saturditv 
1 :3U 2 pill 


Pluntic swirl mixers 


."^nd folder from llcmo conUiner and 35c to 
pponsfjr, N. Y- 


CBS 




Candy liar 


Jiirkpot 


\ 1 T\r Tl.'C 

.M In 1 r > 
MS 5 pni 


Cash |tri2o« vuryiiid with numUr of 
wrHPi^rK Kent 


Write product jinjile, send with one or more 
w rapiicrg to program 


n \i .\ , 

Chi. 


BRDAN A WILLIAMSON 
lOBACCO CDRP 


Cijrarcltrs 


People ,'\rc 
Tunny 


U 9.30 iiiii 


New Ijouf"' near Hollywood, furnish' 
iiiRs, lot, iifw oar. etc. 


Write lellerB of encourattcmMit to needy 
tfUrop^ans. Best 6 phoned, ' Italci^h Hiddlc 
afikcd 

■■- 


She 


GENERAL rOOOS CORP 


Post 
cr reals 
hirdM-ye 
Toofls etc. 


When a Girl 
Marries 


.MTWTI" 
5 5: 15 pill 


Ca.sh prizes from $10 to 12,500 


Send packaee top and M-ntrncc aliout Birds- 
eve Pearlies completed in 25 words, to con- 
test, v. Y. 


.NBC 


Portia Faces 
Life 


S:li-S:30pm 


.\loncj -Ijiick offer 


Send Post'fl Orapp-Nuts Wheat .MeaJ I>oKtop 
aud letter telling whether or not product is 
liked, to program, N. V. Uefund auto- 
matic 


CB.-i 


GENERAL GRDCERT CO 




\'arious 



Who Is It? 


.MTWTFS 
S:30-S:45am 


Jackpot of So daily for eucssinK Danie 
nf famous person 


Send name of famous rKrsnn plu* questions 
based on life to proKfam, with "hi(t Fellow" 
[teas label 


K.\IO.\. 
St 

Louis 


GEORGE'S RAOlO ANO 
TELEVISION CO 


Appliances, 
riKlios, etc. 


Did Vou 
Find It? 


scheduled 


Tabic model TV set weekly 


Submit idca^ on liow Itrttt to m>11 TV scli via 
video commercials 


WTTO, 
Wash. 



KEILH0LT2 MOTORS 



MANHATTAN SOAP CO 



Hudson c.irs. BovilinKfor 
anice Dollars 



MARS. INC 



METROPOLITAN LITE 
INSURANCE CD 



Swpctllcart 
Soap 



Dr. I. Q.. 

Murs, 
Snickers 



Evelyn 
Winters 



In.stiiutionat 



Rose of My 
Dreams 



Dr. I. Q. Jr 



Thur.silav 
!>:30-S;4Apni 

MTWTI- 
10:30-10:45 am 

MTWTF 
2:4.5-3 pm 



Contestants picked from audieiiee at remote | W.MKD. 
Cumulative jackjxit plus various in- bovliiiK alley broadeast ansner quesiiona. then Frederick, 
expensive prizes bowl for dollar' and hich score prizes Md. 



Orchid pin 



iv'iid 25c and wrapper to prof^rain, .N'. V. 



CB.': 



Kric 
Scvarcid 



Saturday 

5-5:30 pin 



.MTWTF 
b--li:15 pi« 



1(1) Send bioKraphiral sketch with .Snickers 
v^'rapof. r to program for use on air ' 2> From 
codeti jingle identify destination of mythical 
encyclopedias, sportinft goo<]s, etc. ".Mr. r^nirkers" during world tour and give 
brief description of .Mr. S.; send with wrapper 
to pro(ira.Ti, Chi. 



.NBC 



Health Inioklcta 



Free on request to propnim, c o local CBS 
station 



CB^ 



C. L. MIZ2EII CO 


Groceries, 
»uto repairs, 
insurance 


.Marble 
Valley 
Trollbadors 


Thursilav 
11:30- 11:45 am 


Picture of .Marble \' alley Troubadors 


Free on request to program 


WFEB, 
Svlaeaupa, 
Ala. 


NONEBEITER ICE CREAM 
CO 


lee 
cream 


Vour Birtli- 
(l:iy Parts- 


Saturdav 
11 11:30 am 


Ranger bicycle weekly 


Send riddle to nic for us^e on program 


WG\, 
Chi. 


PARTICIPATING 


\arious 


.Anylhini! 
(Iocs 


MTWTF 
4:30 S pill 


"Was It You" gimmick with $10 
cumulative jackpot 


Mystery reporter eavesdrops on shopper's 
conversation, airs event and description later 
onprograni; person described to report to WJR 


WJR. 
Detroit 


PEPSI. COLA CD 


Cola 
drink 


Natl p.t- .Bp(it 
campaisii 


.As 
scheduled 


$203,735 cash prizes in "Family 
Sweepstakes" tontest 


Complete set of Pepsi tops with hidden de- 
signs; send with entry blank to sponsor, \. Y. 


Various 


PET MILK SALES CO 


ret .Milk 


.Mary Lee 
Taylor 


Saturday 
10:30-11 pni 


Recipe booklet; baby care booklet 


Free on request to program, c o local CBS 
stalion 


CBS 


PROCTER & GAMBLE CO 


Ivory Soap 


Right to 

Happiness 


.MTttTF 
3:45 4 pm 


$25 to Jl.OtX) weekly 


Send name of "cute»t b;iby" and reason why 
baby uses Ivory, on dealcr-obtamod entr>' blank 
with two wrappers to address on blank 


NBC 


ROMSDN ART METAL 
WORKS 


Lighters 


Twenty 
Questions 


Saturdav 
S •>:3U pni 


Lighter to sender of subject used; if 
studio contestants stumped, craod 
prize of silver tabic lighter, matching 
cigarette urn. tray 


Send subject about whith 20 questions may be 
a»kcdi to program 


MBS 


SINCLAIR COAL CD 


Coul 


Heal the 
Wcalhernian 


MIttTF 

^ S;I5 am. 
3.25'3:3npm 


Jackpot. $.5 daily 


Listeners phoned in mortiillR predict exact 
temperature for 3 pra 


WJBK. 
Dei roil 


STERLING DRUG. INC 


^ arious 


Mride 
Groom 


.\loiidav 

2:30 3 |im 


$1,000 grand prize, various other cash 
prizes 


Listeners ^nd number times "bride" mm- 
tioncd on prognini on rtrtain days, with 25- 
word letter on prof;rani, to prngrani, N. \. 


.\BC 


SUPREME FOODS CO 


.M)ivoiin:iib<'. 
Salad 
DresaiiiK 


Cuii VOL' 
Find 
IbrT 


TT 
10 HI: 15 :im 


|li>0 plus S 10 per day jackpot 


Listener:} luuft identify "Misi> ^*uprrtuc" on 
street 


Man villc, 
Tenn, 


WORLD SCOPE 
ENCYCLOPEDIA 


Books 


Dr. Cycio 


."Sunday 
l-l: 15 pm 


1 

Two complete sets World ;*copc Kn- 
eyelopcdia weekly 


Send ^horl letter on current topic discussed on 
proRram 


WFBR, 

Ballo. 
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loujfiJflLL corh naiuofiii 



DES MOINES 



George Webber 
General Manager^ 

407 Fifth Ave. 
Des Moines, Iowa 



IOWA 

Taylor-Howe-Snowden 

Radio Soles 
National Representatives 
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DIALING HABITS 

(Continued Jrom page 58) 



Local BUY Makes Good for Sponsors 
on 293 Stations -How About You? 

The usual story is that of "local boy making good in 
big city." Here's a man — a famed news commentator — 
who reverses the process. His program originates in 
a big city (Washington, news capital of the world) and 
has been making good in 293 cities and towns, large 
and small, for hh loctil sponsors. 

Fulton Lewis Jr.'s program is the original "co-op" — a 
network show carried locally by Mutual stations and 
sponsored bj- (or available for sponsorship iiy) local 
advertisers — at low pro-rated talent cost and low local 
time cost. 

These local merchants favor the idea of reaching a 
ready-made, loyal audience with money to S|>end. Per- 
haps you have (or are) a client with a limited budget 
and want to make the most of it. Check your local 
Mutual station; see if it isn't one of the 293 MBS stations 
upon which I'ulton Lewis Jr. is already sponsored. Or 
get in touch with the Co-operafive Program Depart- 
ment, Mutual Broadcasting System, l440 Broadway, 
NYC 18 (Tribune Tower, Chicago II). 
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ICDKA, WABC 

20 LT 78 LT 
WCAO, WXBC, WK.MD, WJZ, 

13 13 32 29 

W.MAL, WOR. WORK, WRC. 

LT 2S 10 21 

WRVA. W\\TA, WJ« J 

LT LT 79 
KJ-D.M, KMOX. KPAC, KPLC, 

15 LT 12 .\S 

KPRC, KTRll, KWBf, KWKH. 

42 18 N'S II 
WDSL'. WJDO. WLW. WOAl, 

10 38 NS 21 

WSM. WWL. BF 
LT 76 91 
Warren. Ky. \\'A\-E. WENR-WLS. WHAS. 

21 LT 70 
WJJD, WLAC, WLW, WSIX, 

.VS 22 .NS 28 

WS.M. WWL. WLBJ 
93 LT 95 
i.T — less Utan JO: A'5 — non tubstrihtr 

In county after county where there is a 
single local station, that outlet generally 
reaches the most people. 

It is also true that there's more total 
listening when there's an in-town station. 
With more and more independent in- 
town stations, with more and more net- 
work coverage coming from in-town 
stations, dialing habits are changing, lo 
the advantage of all who use broadcast 
advertising. 



TV PROMOTION 

(Continued Jrom page 28) 

hits the air and afterwards. Without sets 
in the homes there just isn't an audience. 
In some areas new stations come to the 
air with the knowledge that most of the 
sets in use in its area are not equipped 
to receive its signal. \\'CAU-TV, for 
example, knew that the local dealers 
would be swamped with service calls 
since a great many sets were not equipped 
to receive its channel (10). They therefore 
set out to persuade set owTiers to wait 
their turn — that their receiver guarantee 
would be effective. This was handled by 
direct letters and by broadcasting of the 
information. Thus the dealers have 
been able to schedule the adjustment 
calls and the station has both \ iewer and 
retailer good-will. 

Once on the air, there's a regular 
routine that most stations follow pro- 
motionally. Until the viewers become 
too numerous to service, program t)Ook- 
lets are printed and sent to all who re- 
quest them and in some cases to e\er>' 
receiver owTier. When viewers become so 
numerous as to make the printing and 
mailing of program schedules too costly, 
stations generally call attention to the 
program listings printed in the daily 
(Please turn to page 70} 
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MOTION PICTURES 

i^Continucd Jrom pnge 38) 

111 I'hiladclphia Dr. Leon Lcv> president 
of W'CAU, is a lornicr chid barker of the 
I'hilndelphia Variety Club, an organi- 
zation ol picture promotion men. Like 
Travers in Boston, Levy sparkplugs pic- 
ture promotions of his station. WCAU's 
auditorium is cquip(X"d with 250 theater 
scats and has first rate Simplex pro- 
jectors and excellent sound equipment. It's 
used frequently to screen new pictures 
and this availability is stressed in adver- 



tisements in motion picture trade jour- 
nals. Over 100 pictures have set screening 
dates for clubs, press, and trade in 
XV'CAU's auditorium in one year. 

Another reason why WCAU thinks in 
terms of motion picture advertising is 
the fact that the station's promotion 
man. Bob Pryor, is ex-RKO publicity 
and advertising representative for the 
Quaker City area. WCAU's most recent 
"deals" brought them virtually the en- 
tire radio advertising budgets of Voice of 
tlic Turtle and Lije With Father. On 
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National Rcpreient^fiv 



ALBANy, Y. 



AVERY-KNODELINC. 



Voice of the Turtle it ran the producing 
company's suggested contest, "1 Married 
My Blind Date," and sent the winners 
to New York for a week-end. 

Part of the 7i(r(/c deal included trailers 
and lobby displays in 3 1 theaters through- 
out Philadelphia. In practically every 
area in which picture theaters and radio 
stations jointly enter into promotions 
both theaters and broadcasters profit. 
That's true in Cincinnati, Houston, 
Boston, and nearly 50 other areas 
throughout the nation. 

When motion pictures spend money 
with radio stations, they find the individ- 
ual outlets much more ready to cooperate 
with the use of publicity and promotion. 
|This is true also in the areas (about 
33-1/3% of radio station cities) where 
exhibitors use time on a regular 52-week 
basis. These cities include towns in which 
there are theaters of the Fireball, Inter- 
mountain, Goldman, Fanchon & Marco, 
and Interstate circuits all of which buy 
radio time. These circuits have promo- 
tion men who know how to use the 

.medium effectively and thus get their 

(dollar's worth from it. 

' Even though most exhibitors do not 
consider radio a business threat any 
more, they haven't learned to consider it 
a good advertising medium either. An 
intensive survey of motion picture press 
books of producers explains why. 
Only in a few cases is more than a quarter 
of a page in a 34-page broadside devoted 

j to the use of radio. This is in spite of the 

' fact that regular publicity mailings are 
sent regularlj' by producers to a radio 
list that varies between 500 and 1,000. 
There's hardly a station in the U. S. that 
is without a program on which some 
motion picture news is used. All that's 
missing is a committee of the motion 
picture business to put broadcast advertis- 
ing to work for exhibitors. If an indep>en- 
dent organization like theNational Screen 
Service were to service exhibitors with 
broadcast accessories as they do billboard 
and other forms of promotion, theater 
owners would use the medium. It's 
difficult for them to use broadcast ad- 
vertising without help and direction. 

Current pictures which are profiting 
from good broadcast ad\crtising are 
Gcnf/eiMCJi's Agrcouent, The Bishop's Wife, 
and second nins of The Secret Life of 
Walter Afitfy. The last may carry a 
moral for the motion picture industry. 
1 1 was sold in spite of itsjautlior attacking 
the production, b> a clever broadcast ad- 
vertising campaign which asked "Are you 
a Mitty?" 
That's a question for the exhibitors! 
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Peter Paul Candies 



Benumant 4-lUav 
Inlil Tablets 

R. f. & P. Raiiraad 

Life insurance tampan v 
aff Uirginia 

Bramo Quinine 




William R. Wilson 
works with words! 

He's our favorite news commentator. 

The favorite, too, of thousands 

of the 395,780 radio families served 

by Virginia's otily 50,000 watt 

radio station — WRVA. He's likewise 

the favorite with sponsors (as 

the above list indicates). He'll be 

your favorite when he works 

with your words. 



Available on Tuesday and 

Thursday at 6:05 P. M. ... 15 minutes 




at 8:00 A. M. and 10 minutes 

at 12:05 P. M., Mondays thru Fridays 

. . . and a 15 minute program 

at 6:15 P. M. on Sundays. 

When William R. Wilson works 
with words in this billion-dollar market 
you can be the winner! For all 
the news regarding this news com- 
mentator, contact WRVA 
or Radio Sales. 



WRVA 



Richmond and Norfolk, Va. 
Represented by Radio Sales. 



HOW m CAN JARO HESS 00? 




He's f^oiic too far uirca<iy, i,ay 
Koiiie. 'I'hcre's the tut ion manager in 
North Carolina who wrote thai 
he got .so .steainc<l ni> looking al the rci>re.sen- 
tation of tlie "Station Manaper" 
that the print hurst into flanic. And the 
New York radio direetor who 
loekc<l liis e<»j>y «>f the "Aecount Kxeeu- 
tivc" in his <h'sk because one of the 
aycncy aectiiinl hif:-\vi{^s ''was kin<} of 
sensitive." So it's wise U> falc-ii!ate the 
risk_hef«)re decorating your «>ffice 
with those five i>rovocativc, ratlio-rih- 
hitifi, Jaro Hess drawin<:s. They're 
12" x 15", rcprodiife<l on lop- 
((iiality enanicl stock, iiieal for framing. 



Btiidci the Soonio' Ihcrc'i lh< Timcbuvci. the Sxiion 
Manastr. tht Account Eitculivc. th« Radio Diftclof 
While out lupply larti the i«t ii voun — hc< — with your 
lubiaiption to SPONSOR. Ult the har^dy rtlurn c«/d 
w oTit* 10 SPONSOR. 40 W 5! St., Ne» Yo-k 19. 



FREE. 



your subscription to SPONSOR 

f.'fS.OO |>rr vrarj 



If voii iliiiik llie »|»oii.«()r iii oiil-uf-iliis- 
woi'ld. then wail 'lit \o\i ^et tlie four 
ollicrs. Jaro He^s larii-aliiics arf 
:ivail:il)le only with voiir !>iil)$<-i-i[)- 
lioii to .SPO.MSOK. E.Mia *< ls. avail- 
al)le to sMhi'CTil)ei>, al 82..>() each. 
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/ i¥€ftt 9 set 0f JAM HiSS CARtCA WRBS ! 

Pl<4sc enter my subscription to SPONSOR for the period 
designdted below. And send me one complimentary set of 
JARO HESS' advertising caricatures, suitable for framing. 

□ 1 Y«or $5 a 2 Yeors $9 Da Years $1 2 

ADD 90C A YEAR FOR CANADIAN AMD FOKEICN POSTAOe 

* Send me, in «ddition, 1 Q 2 Q 3 Q additiondl sets of caricatures at $2.50 each. 
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19 • PLAZA 3-621 & I 
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PErHMIT NO. 47613 
(S«c SIO. P. U & EL) 
f^W YORK. N. Y 



BUSINESS REPLY CARD 

No Posta9« Stamp Necessary tf Mailed in the United States 



2c. - POSTAGE WILL BE PAID BY 



SPONSOR PUBLICATIONS Inc. 
40 WEST 52 STREET 
New York 19, New York 



HOW $1,500 GRE^ 

{Continued Jrom page 34) 

tliat the increases r.m from 7'.,% to 60^^ ■ 
Not all tlicso increases can be tr.nceti to 
rate cards. As a station delivered a 
greater part of tlie audience in its market 
it became less and less wriling to <;rant 
local rates to national accounts, and 
Stanback, like many otiier lirms which 
had made a liahit of buying time direct, 
foitnd themselves faced with payin<? the 
higher national rate on more and more 
stations. 

Stanback liad of course during the 
years birilt a business relationship with 
many stations which rated them preferred 
treatment. The quantity of business 
placed by the drug firm was large and 
many stations arc willing theoretically to 
tear up the rate card when a big block of 
business comes their way. A study of 
"deals" like this is likely to reveal that 
the advertiser seldom gets more than lie 
pays for. A national spot advertiser may 
buy a block of announcements in what is 
technically class A time at as low as half 
the card rate but the spots sold him are 
seldom top availabilities. 

Just as a woman at a bargain sale fre- 
quently buys items for which she has little 
or no use, so does a bargain-hunting 



THE KEY TO- 




MINNESOTA'S TRIPLE MARKET 

* 350,000 INTERNATIONAL visitors 

* 34,000 METROPOLITAN residents 

* 87,200 RURAL consumers in the primary 
coverage area. 

EVERYONE „. 

iiouihern Minnesota's Oldest Radio Station 
FMablished jyjs 

IN ROCHESTER, MINNESOTA 

Nolienolly repretenled by the John E. ;>e<irion Co. 
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Hit Tunes for April 

(On Records) 

ALL DRESSED UP WITH A BROKEN HEART (m..o 



Pe33V Lee — Cap. 1 50SJ . 
Eddy Howard— Mai. 1236 . 
Bob Houston— MGM 1 01 1 S 
John Laurenz — Mercury 5093 
The Five Bais—Bullet 1009 . 
The Vanguards — Universal 34 
Phil Reed — Dance-Tone 176 



Buddy Clark— Col. 37985 

Russ Morgan — Dec. 24339 
. Alan Gerard — Nat. 7019 
. Alan Dale— Sig. 1 5174 
Jack Owens — Tower 1263 

Jerry Coopei — Diamond 2090 
. Bill Johnson— Vic. 20-2749 



DREAM PEDDLER, THE 



(Peer) 



Frankie Carle- Col. 38036 . Sammy Kaye— Vie. 20-2652 

Hal Derwin — Cap. 481 . Snooky Lanson — Merc* ■ Del Courtney — Vita.' 



FOOL THAT I AM 



(Hill » Range— Mutual) 



Dinah Shofe— Col. 37952 . Sammy Kaye— Vie. 20-2601" 
Billy Ecksline— MGM 10097 . Erskine Hawkins— Vic. 20-S470 
Dinah Washington— Mete. 8050 . Gladys Palmei — Miracle 1 04 
Georgia Gibbs— Mai. 12013 . Brooks Brothers— Dec. 48049 
The Ravens— Nat. 9040 

I WOULDN'T BE SURPRISED 

Harry Cool— Mere. 5080 . Sammy Kaye — Vie. 20-2761 

IT'S EASY WHEN YOU KNOW HOW 



(Pemord) 



Buddy Clark-Xavier Cusal— Col. 38135 . John Paris- Vic. 26-9027 

Joan Edwards— Vila. 932 . Blue Barton— MGM* . Eddie Ballanlinc— Tower* 



LET'S BE SWEETHEARTS AGAIN 



(Campbell-Porgie) 

Margaret Whiting — Cap. 15010 . Victor Lombardo— Mai. 7269 

Blue Barron— MGM 10121 . Shep Fields— MusicraH 525 

Guy Lombardo-Monica Lewis— Dec. 24298 . Bill Johnson— Vic. 20-2591 



LOVE IS SO TERRIFIC 



(Mellin) 



Les Brown— Col. 38060 . Art Lund- MGM 1 01 26 

Helen Carroll 8. Satishers— Vie. 20-2672 . Ernie Felice Quartet— Cap. 486 
Vic Damone — Mercury 5104 



PASSING FANCY 



(BMI) 



Vaughn Monroe — Vic. 20-2573 . Ray Dorey— Mai. 1 1 86 

Johnny Johnstone — MGM 10127 . Frances LangFord — Mercury 5095 



ii TERESA 



(Duchess) 



Dick Haymcs-Andrews Sisters— Dec. 24320 . Kay Kysei — Col. 38067 
Jack Smith— Cap. 484 . Vic Damone — Mercury 5092 
Do-Ray-Me Trio — Com. 7504 . Jan Garbei — Tower 1435 
Three Blaiets— Exclusive 261 . Joe Loss — Vic. 20-2819 



WHO PUT THAT DREAM IN YOUR EYES (s.u..) 

Mark Wamow— Coast 8026 . Ray Cartel — Rep. 1 22 
Jack McLean — Coast 801 5 

WHY DOES IT HAVE TO RAIN ON SUNDAY oohnstone) 

Freddy Martin— Vic. 20-25 57 . Snooky Lanson— Merc. 5082 

Dennis Day— Vic. 20-2377 . Beale St. Boys— MGM * . Milt Herth Trio — Dec. 24388 

YOU'RE GONNA GET MY LETTER (London) 

Mary Osborne — Dec. 94308 , Adrian Rollini— Bullet 10S3 
Guy Lombard© — Dec* 



YOU'VE CHANGED 



(Melody Lane 



Harry James-Dick Haymes — Col. 36412 . Anne Shelton — London 118 
Adele Clark— Dec. 24352 . Frankie Lsine — Atlas 236 

King Cole Trio — Cap.' . Joan Edwards— Vita.' . Mary O-.berne— Aladdin 3010 
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sponsor frequently get stuck in markets 
which do not produce enough to justify 
even the comparatively little he is spend- 
ing to reach them. 

Stanback had grown up with radio but 
broadcasting was rapidly outgrowing the 
one-minute announcement form on which 
Stanback had prospered. Fewer and 
fewer one-minute availabilities were being 
ofTercd, despite the fact that Stanback's 
advertising problem really required the 
use of the oiit-minute period. 

Stanback also faced another problem. 
It now had a tablet which it wanted to 
sell to the prospect who couldn't be 
shifted from the use of the tablet form of 
remedy, while at the same time main- 
taining major emphasis on the powder, 
where its greatest margin of profit lies. 
This also required more air time. The 
answer, as presented by Larmer's Pied- 
mont agency, was a spot program placed 
on regional stations on a daily basis where 
possible. 

It was a million-dollar gamble. The 
premise was established through a 100- 
page presentation and a three-day selling 
session by Larmer. He explained why 
he was strongly for using regional stations 
with good power. He admitted that were 
he buying anything but a program which 



he expected would develop a listening 
habit he would have many holes in his 
station line-up. As an example he pointed 
out that at the times WLS (ABC), 
Chicago, carried the same program as did 
WEMP, the ABC Milwaukee outlet, it 
had very few listeners in Milwaukee. On 
the other hand WLS's broadcast of The 
Lone Ranger, which is not carried by 
WEMP in Milwaukee, rates from a 6.9 
to 9.1 in that town. Following that same 
pattern he expects to pick up many 
listeners in towns in which the Peter 
Donald program with which Stanback 
is doing its gambling is not heard through 
any local station. 

The selection of a program built 
around Peter Donald was a major de- 
cision. Donald's work on Can You Top 
This? and the Fred Allen program had 
built him a continuing national reputa- 
tion, yet he wasn't in the big money 
class, yet. Charlie Stark was chosen as 
the producer because he had a long net- 
work history behind him and he knew 
transcriptions. It was Stark who con- 
tributed the "Stanback for Peter Donald" 
opening which is adding to sponsor identi- 
fication ratings. Peter Donald's best 
audience apparently is in the middle age 
group of adults, so the Three Flames were 



chosen for the musical section of the 
program to appeal to the younger ele- 
ment. A fairly new voice, Dennis James, 
whose fame is based upon his top an- 
nouncing on WABD (New York), was 
selected to handle the commercial chores 
on the program. The package was new, 
the formula, storytelling, old. 

Three commercial spots are used on 
the program. The first is devoted to 
Stanback tablets. The middle commer- 
cial is assigned the job of selling the 
formula, its use, results, etc. The closing 
spot is given over to the product that 
keeps Stanback making big money— the 
powder. 

The program itself is costing in the 
neighborhood of $3,500 a week for five. 
With transcription costs and time, Stan- 
back appears to be spending between 
$1,000,000 and $1,250,000 a year, on a 
5 2- week basis. 

This means that it will have to do 
better than $3,000,000 gross this year if 
the campaign is to justify itself. Tablets 
do not permit an advertising allowance 
nearly as great as powders. The latter 
conceivably could spend as high as 40% 
in advertising and not run in the red. 
The maximum that can be spent in ad- 
vertising a tablet is said to be 23%. 



WBT takes care of a thorny problem 




A SiibsKliiiry i>f The Jcjfvrson Stantluril IJfc Insurant i' Coinimny 



Tablets are brand new with Stanbacic — 
they were intodnced for the first time on 
February 13. Stanhack makes its own 
powders, has its tablets made for it by a 
great plianiiaceutical lioiise. The head- 
ache remedy field spends from 20 to 30% 
of its wholesale gross on advertising, a 
coninion percentage in the patent medi- 
cine field. 

Stanhack's big problem is cost per 
sale, naturally. Will the transcribed 
program spot cost them more than their 
spot campaign? With the program, on an 
over-all basis, they have achieved better 
time slots. However, the sponsor looks 
at his campaign in the budget. Since it 
takes from six to nine months to establish 
the sales effectiveness of any headache 
remedy advertising (as for most pharma- 
ceuticals) it's important to establish the 
relative cost of the Peter Donald pro- 
gram vs. spot announcements. 

Since with regional stations it's practi- 
cally a case of comparing chain breaks with 
programs (one-minute announcements 
are not available in premium time), 
Stanback checked the cost of chain 
breaks vs. programs. 

Three stations can be taken for com- 
parison: WSB, Atlanta; WFBR, Balti- 
more; and WWL, New Orleans. 



On WSB, a chain break before 6:30 
p.m. costs $29.25 on the 312-time rate. 
On the same station a l5-minute pro- 
gram at 6:15 costs $72.90 on a 260-time 
rate. Thus for less than the cost of 3 
chain breaks (at the daytime rate) which 
would have been $87.75, Stanback ob- 
tains a I5-minute program with two and 
a half minutes of commercial. The chain 
breaks are 20 seconds long at the most, 
so this contrasts 60 seconds vs. 150 
seconds. If the nighttime chain break is 
used as a contrast (it starts at 6:30 p.m.) 
the bias in favor of the program is even 
greater since the chain breaks at night 
cost $48.75 each on the 312-time rate.. 

Stanback did some intelligent buying, 
obtaining this particular 6:15 p.m. slot — 
just before the time cost jumps up. 

Typical of rate structures is that of 
WFBR. Fifteen minutes at night cost 
$140. A chain break costs $35.00. 
This makes a ratio of four chain breaks 
(SO seconds of commercial) against one 
l5-miniitc program (150 minutes of 
selling). 

Radio station WWL in New Orleans, 
third of the stations taken for comparison, 
has a chain break rate of $55.00 and a 
1 5-minute rate (during the same period) 
of $150.00. This ratio is less than three 



to one — 60 seconds of announcement 
commercial vs. 150 seconds of program 
advertising at nighttime rates. 

Stanback had some hot chain breaks, 
next to programs like Jack Benny, Mr. 
D. A., and other high rating programs. 
It also had some low audience spots. 
There is no available information on ad- 
vertising effectiveness of chain breaks. 
There is on programs. 

In most areas, the Peter Donald show 
started with a 7.5 rating. It's on the air 
at times when it would be almost im- 
possible consistently to obtain chain 
breaks. It's on the air on stations that 
have broad regional coverage. In most 
cases, because it is a program with a wide 
appeal, stations have played ball with 
Stanhack's agency, and costs are being 
kept down. The problem is that chain 
breaks have literally no talent cost. Peter 
Donald has. Thus it's necessary for his 
program to produce at a level that justi- 
fies the program tab. 

In New York, Philadelphia, Detroit, 
and Pittsburgh, sponsor's confidential 
check-ups reveal that the program is 
doing a better job than Stanhack's an- 
nouncements did previously in these 
areas. The sponsor has no figures as yet 
that reveal anything conclusively on 



I I SELLS 52,412 ROSE BUSHES AT LOWEST COST PER SALE IN THE NATION 




Moviiin; rose huslios can be a stickler of a job. But not for 
50.000-watt WBT. For thirteen weeks, a nnrscry ran a rose 
hn^ih ^cllin}; cani|)ai^n on the country "s leading stations. 
W^BT sold 52,412 in three months ... an a\eragr of 575 
hushes a day ! Most important, WBT's cost per sale was the 
lowest in the nation — 9% ! 

The ajiency reported, '"Your recor<l is the finest we have 
ever had. W'e are sure it is because of WBT's lar«ie audience 
and the confidence it has in WBT." 

Big sales at low cost. That s a WHT habit. 15ecau»e 
WBT averafie.s more listeners in Charlotte, day and nipht, 
than all other stations coiitbincd*. . .lias \ irlually no 
Charlotte competition in 94 other Carolina counties'. 

Have you a thorny sales problem? U>e \\ BT. You'll 
plant your message in the homes of three and a half million 
WBT-Carolinians. And lia\e a rosv future. 



*C. E. Hooper, Oct. -Nov., 1947 



WBT 



The Jefferson Standard Broadcasting Company 

Represented by Radio Sates . . . Radio Stations Representative . . . CBS 



any markets. 

Ill one department the Stnnback brotli- 
ers seem to be missing the bofit. They're 
doing no point-of-sale merchandising 
on the program at all. The agency is a firm 
believer in point-of-sale advertising. If 
the program really sells there's little doubt 
but that there'll Ix' plenty of tie-in ad- 
vertising, which up to now has been left 
to the broadcasting stations. Many of 
them have over-extended themselves. 
The> realize that if the formula of 
national spot programing is proved by 
Stnnback, the broadcasting business 
and advertising trade will profit.* . . 



TV PROMOTION 

(Coutinited from page 62) 

newspapers, liy the time there arc enough 
viewers to force the station to drop mail- 
ings, there are en«jugh fans to justify in- 
clusion of the schedules by newspapers. 

Sporting events are top dravier attrac- 
tions for television, and so stations make 
certain that they have big banners 
displa>-cd, when there is no contiact 
prohibition against them, when they scan 
any event. This is also true in a lesser 
degree when civic events, lunches, and 
any form of special event is telecast. 




8 Times 
BIGGER! 



Since 1934 WDNC advertisers have 
moved merchandise faster in Durham, 
he third largest North Carolina city. 



Now they can do so over a still great- 
er area of the South's Number One 
State. Now >J^^DNC has gone from 

250 watts at 1490 to 5000 watts Day— 
\ 

1000 watts Nighty 620. Now 
WDNC has a primary of eight times 
more people making six times more 
retail sales! Let Paul H. Raymer tell 
you the whole new story. 



WDNC 

DURHAM, NORTH CAROLINA 



5000 



WATTS 
620 KC 



CBS 



BONUS: WDNC-FM 36,000 WATTS 
OWNED BY THE HERALD-SUN NEWSPAPERS 



Since the medium is basically pictorial, 
"billboarding" is always effective promo- 
tion to the live audience. At these events, 
the stations' mobile units arc direct pro- 
motion for TV. These "stations on 
wheels" are usually colorful, permit side- 
walk superintendents to oversee the en- 
gineers' monitoring of the programs and 
all the details that go into relaying the 
events to the transmitter. Whenever 
one of these giant buses appears a ciowd 
gathers quickl> and goes away talking 
abf)Ut the magic of video. 

N^'hile motion picture theaters worry a 
great deal about the competition of pic- 
torial entertainment on the air, there are 
many theater owners who have proved 
by test that a receiver in the lobby is a 
business builder. This is especially true 
in the case of ncwsrecl theaters, but 
many exhibitors along Main Street obtain 
considerable off-thc-strect business via 
their TV receivers. A good number of 
[ television set owners say they saw their 
first television set in operation in a 
tiieater foyer. 

The Don Lee network uses motion 
picture theaters to publicize its legular 
radio programs. Fifty-foot trailers of the 
program are made for this purpose. After 
they've served theii purpose in the thea- 
ters, Don Lee has I6mm prints made 
fiom the trailers and uses them on their 
station, \\'6XA0. They also are scanning 
the broadcast programs Queen jor a Day 
and Heart's Desire regularly. It's the 
Don Lee idea that this is the way to con- 
veit listeners into viewers — painlessly. 

George Buibnch of KSD-TV, gencial 
manager of all St. Louis Post-Dispatch 
radio activities, promotes his TV opera- 
tions as intensively as he ever did his 
radio broadcasting. He's using dash- 
board caids on 200 buses, car cards on 
5(X) street cars and buses. His is one of 
the few stations on the air that is opera- 
ting in the Wack (not counting any return 
on the newspaper's original investment 
in the station). The reason: he uses 
every worthwhile promotional device he 
can — to sell more sets for dealers. The 
nioic sets, the more viewers, and more 
viewers mean better results for his ad- 
vcrtiscis. 

RCA-Victor centers its consumer sell- 
ins of television in its giant exhibit in 
New York's Radio City. There, as a 
part of the presentation of all RCA 
activities, visitors see themselves scanned. 
The receiver which they watch is sus- 
[■>ended above the platform on which they 
stand while being scanned. A number of 
receivers are installed in a semi-circle 
around the platform so that other visitors 
(Please turn to f>age 98) 
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station WEEI - 4.9 



program I 




The WEEI food fair has a 158% 
larger rating than the average 
for all five similar 
Boston-originated shows on 
competing stations or regional 
networks — 96% more listeners than 
the second-ranking station 
(Pulse, January-February, 1948). 
To increase sales of your product 
in Boston, ask us or Radio Sales 
about the best food buy in 
Boston radio... the WEEI Food Fair. 




MUSIC WEAVES A SPELL Good music weaves a spell that attracts and 
holds listeners, keeps them close to the station that gi\es thcni the music 
they love. More than half a million families in and around New York- 
spend so much time listening to WQXR and W'QXR-FM tliat no other 
station can reach them so effectively. And because these music lo%crs are 
better-income families in the world's biggest and richest market . 
advertisers find them valuable and profitable 
customers. For bigger sales more easily made, use the 
stations distinguished for good music and the news 

. . . and WQXR.FM 

bulletins of The New York Times. Radio Stations of The Sew York Times 
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'Status report^ 

The People Look 
at Radio 

|ll|pn More people like commercials 
_>* (1 than feel they "spoil a pro- 
gram by interrupting it." This is one of 
the conclusions reached in the second 
NAB-National Opinion Research Center 
study of public attitudes on broadcasting. 
Even Paul Lazarsfeld, of Columbia Uni- 
versity, who admits that he is negative on 
radio and thus of the lesser one-third in 
his attitude towards broadcasting, couldn't 
find a substantial reason for controverting 
the survey's report on this fact. It is im- 
portant to sponsors, however, to realize 
that these very same respondents (60%) 
feel that commercials detract from 
programs by interrupting them. They 
(58%) further criticize commercials as 
being boring and repetitious. 

On advertising claims, 60% of the re- 
spondents feel that sponsors "claim too 
much for the product." Indicative of 

' how important this 60% figure is, only 
28% feel that advertisers don't claim too 

j much for their produa and 1 2% "don't 

I know." As high as 46% of the respond- 
ents find broadcast commercials "often in 

I bad taste." 

When 74% of radio listeners feel that 

I commercials give useful information about 
things they want to buy (indicated in the 
survey), but 60% feel that the adver- 

' tisers' claims are extravagant, it's time for 
sponsors to check their use of the broad- 
cast advertising medium. 

Singing commercials appeal basically to 
the listener who isn't pro-advertising. 
The dialer who likes tuneful selling repre- 
sents only 37% of the listeners, while the 
radio set ouner who prefers other forms of 
broadcast ad\ertising represents 43%. 
This indicates that creeping up on the un- 

' aware may be good policy in other medi- 
ums but it doesn't consistently reach the 
majority of radio listeners. 

Answering the feelings about a decrease 
in listening to newscasts, the survey, 
made in the winter of 194S-'4S, indicated 
that this form of broadcasting is still first 
in the hearts of listeners. The first de- 
sired program types (day and evening) 
are: 





l>ay 


Evening 


Newscasts 


-2% 


74<6 


Serial stories 


39 <6 




Quiz shows 


2756 


56 «e 


Kcilfilous and devotional 


i*% 




Dance and pop music 


ii% 




llomeniaklnd 


iO% 




Public Issues 




44% 


.Myster}' projlrams 




Al% 


.Sports 




3i% 


Semi -classical music 




ii% 
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"And some fell among thorns; and the 
• thorns sprang up, and choked them. But 

others fell into good ground, and brought 
^ forth fruit, some an hundredfold . . . " 



RADIO TIME 3UYEf<3s„» thc'wdsof.scii" 

lip and dcnvii the land. The fruit of that sowing depends upon 
the fertihty of the ground ... in this case, the receptivity of a 
particular audience to a selling message. 

Here at WSAI. a sales message is not something to be grafted 
to a program. Our programming is built to sell products ... to 
produce PURPOSEFUL TUNE-IiN by the people who buy 
those products. We believe this purposeful tune-in is the radio 
equivalent of the paid subscription in printed media . . . that it 
produces the most sales for the advertising dollar. 



Cincinnati time buyers know this that's why 

\V S A I C: A R R 1 K S \I O R E D E PAR T \ I E N T 
STORE ADX'ERTISING THAN ALE 
OTHER C:iNC:ii\NATI ST.\1 IONS COXH^INED! 



CINCINNATI 




A MARSHALL FIELD STATION REPRESENTED BY AVERY-KNODEL 
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Only news hns iipproximately the same 
appeal da)- and ni},'ht. 'I lie hisli position 
of religious profjraniing is a surprise to 
man)' students o( radio. Few of tiie other 
prof^rani fifjures are. In rating, what was 
fifth at night (m)steries 4 1 ' ) had more 
interest than what was second in the day- 
time (serials 3'/7)- This is another indi- 
cation that the dii) time audience listening 
desires are not as well satisfied as night- 
time )ens. When the second most-liked 
program type at night (quiz) rates 56'' 
of the respondents to a survey and the 
seeorxi da) time preference (serials) rates 
only it must be[npparent that adver- 



tisers have the daylight hours wide open 
in which to develop a program form that 
compares with the nighttime's comedy 
shows. 

There is a question in man)- sponsor 
minds ahout using program advertising in 
newspapers. If it's a new program about 
which the sponsor has to tell his audience, 
figures from the survey The I'ublic lj)oks 
at Radio are ver)' important. When 
asked if they made an) effort to find out 
about new programs on the air, (A'7i said 
"no," 35''t said ")es," and 1'7 just 
didn't know. When 64', indicate an 
inertia towards finding out for themselves 



V 



A 




BASIC 

ABC 




MEW TOWER 

More EHective PoWBt 



New tower and transmitter 



now completed. 465 foot and 
300 foot ground system pro- 
vides ^00% increased coverage. 



Listeners hail improvement 
to WEMP service area. 



s<^WEMP..«, 



WEMP 



F. M. 



Avery Knodel Inc. 
National Representatives 



•35,000 Effective Radiated Power 
besinninj April 15, 1948 



what's new on the air, it would appear 
that reminder advertising about new pro- 
grams is vital. 

As for the mediums that sponsors niay 
use to sell their new- vehicles, 4S''[ of the 
respondents indicate that the)' find their 
new air entertainment via newspapers, 
Word-of-mouth is right next to radio as 
an audience builder for programs with 
2b'"c of listeners indicating that broad- 
casting brings theni new-s of new programs 
and 24' (, the conversational route. 

Both advertisers and network execu- 
tives seem undisturbed abjut "non- 
listening" (sponsor, Fcb.'unry 1943). The 
I'liblic Looks at Radio mjy bring bjth up 
short. The report indicates that non- 
listeners arc in the following proportions; 



Morninfl 
2')% 



Af iiTiKiiin 



I,\.'ni'ia 



On total listening per da)-, a figure upon 
which most advertisers and broadcasters 
would like to concentrate, 26' "( listen over 
six hours. From this period down, hours 
of listening are as follows: 

.Vvtmftt l.isivninil [kt l)jy 
OvtT s.i\- hours 2it% 
Five lo i.ix hours 

Four to live hours 10% 

Three to four hours 

Twa to thrt'f hours tU% 

{Please turn to page 78) 
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MAS MOR£ 
UST£N£RS 

in Northeastern Louismno 
Than All Other Stations 
ombinedU 



N MfrADC 



N« CO. 
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Foreign '^^ 
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n the rich, progressive Southwestern area served by 
WFAA, news is important. Today WFAA's vast audience demands 
complete, accurate, frequent newscasts. That's why we offer so much 
news every day on WFAA ... 95 newscasts per week, locally gath- 
ered, edited and prepared by the WFAA Newsroom, independently 
of and in addition to NBC and ABC News and Commentary. 

Beginning at 6:00 A.M. each morning, the WFAA Newsroom 
pours out a steady stream of news and information with a minimum 
of 12 newscasts daily (and more on some days) over WFAA — 820, 
WFAA— 570* and WFAA— FM. 

The important job of directing, coordinating and writing all these 
95 weekly newscasts falls to Sidney Pietzsch, WFAA News Director, 
and the Newsroom staff of six full-time, experienced and able news 
writers and editors pictured to the left. 

WFAA's volume of news is kept flowing from Associated Press 
wires and United Press wires, plus State Associated Press wires — 
plus leg men in the Dallas-Fort Worth area spending full time gath- 
ering local news to supplement wire services. With all these facilities, 
the WFAA Newsroom digests, analyzes and rewrites each day's news 
. . . to provide up-to-the-minute coverage and reporting of world news, 
national news and local news, instantaneously, as it happens, fully 
and accurately. 

Even this is not all of WFAA's complete news service! Special 
events, public service and farm news are handled separately — in 
addition to regular newscasting at WFAA. This, with our regular 
daily news programming, bears out our claim that WFAA offers 
the finest and most complete news service of any station in tf\e 
Great Southwest. 



•By order of FCC, WFAA operates halftime on 820 Kc, (50,000 watts) and half time on 
570 Kc. (5,000 wsitts). 



ADVERTISERS AND LISTENERS CONTINUE TO RELY 
ON WFAA TO LEAD THE WAY IN THE SOUTHWEST 

• Largest, Most Experienced Staff • Compfete Modern Facilities 

• Proven, Popular Programming • Complete, Effective Coverage 

^ DALLAS. TEXAS 

820 NBC 570 ABC 



TEXAS QUALITY NETWORK 

Radio Service of the Dallas Morning Newt 
Represenfed Naflonalty by EDWARD PETRY and COMPANY 





World News 




National News 




Local News 






Teletype Roo 
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&i<j. A<ffie DOES IT AGAIN! 

HULF ft MILLION LETTERS i.'47 



over 



A total of 527,209 pieces of mail poured into WNAX 
during 1947, proving more convincingly tfian ever that Big 
Aggie's listeners are loyal and responsive. More than 74% 
of the letters were directed to commercial programs, either 
ordering or inquiring about a WNAX-advertised product! 
Mail came from 400 of 401 counties in the WNAX five, 
state area plus another 100 outside counties. M aps tell ing 
the complete story have been distributed. If you don't have 
yours or want additional copies, 
write us today. It's packed with 
information you'll want to know 
about Big Aggie Land, the richest 
agricultural region in the world. 




SIOUX QTY - YANKTON AmiiAUD with THI AMSRICAH BROADCASTINC CO., 
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signed and unsigned 



f 



:4 



BfKutlo^ Pen4o-*t*tei QUaHKf^ 



NAME 



FORMER AFFILIATION 



NEW AFFILIATION 



Joseph L. Androws 

Edward M. HIaiid 
Harry C. Clirabot 

Howard S. Cook 

Walhice T. Drow 
(lerril K. Riic'lof 



Scliciili-y Distillers Corp (Scheiilcy Impori Corp 
div), N. Y., vp 

Jolin ^ValKlnl^kcr, Phihi., adv dept 
JelTersoii Electric C*, Bellwood, HI.. Western sis 
superv 

American Home Products Ciirp (American Home 

Fimds div), iV. V., asst adv mftr 
Bristol-Myers Co, N. Y. 

Walt Disney Productions. Iturliank, adv, piihl dir 



Same (Calif. Vineyards Assn div), N, y., sis. adv dir 

Pliilco Corp (Atlantic Sales div), Phlla., 'I'V sis prom lugr 
/.eniili Radio DistribiitinjX (Torp, Chi., in chf^e adv, sis prom 

nridiieport Brass Co (.Ker-ii-sol div), Bridftcport, (ioiin., adv 
dir 

Same, asst adv nij>r in t'li}>e prod adv, radio proj^s 
I'an-Anierican World .Virways (I'arific-.Maska div). S. F., 
adv mar 



NAME 



^V'alton Uutterfield 
Damon Carter 
C. II. Cottinsiton 
Wickliffe W. Crider 
G. Potter Darrow 
Krank E. Delano 
Rodney Erickson 
Clarence Fisher 
Robert L. Foreman 
\V illiani Frietsch Jr 
Charles 11. Furey 
Nathan Coldenherft 
tSeorae (>uinan 
Stuart Hard in ft 
Albert E. Hcbert 
Champ Humphrey 
Josephine V. Keim 
Ceorfte E. Kelly 
Annette Kennelly 
W. r. KildufT 
Lillian Kirk 
Frank J. Kivlan 
Hall Lamb 
Dan J. Loden 
.Shirley Luby 
Floyd B. Lyle 
John McClean Jr 
Mel Mohr 

Thomas H. Moore Jr 
Miller Munson 
Leslie Norlns 
Ray Oviatt 
Ben I*earson 
Jim Pease 
Robert B. Pile 
Arthur A. Porter 
Kenneth .Schlaslnger 
William F. .Schnaudt 
Willard .Schroeder 
James C. Sheridan 
Henry L. Sondheim 
Tyler SpaiTord 
Jean Starr 
Harold \V. Steck 

■Nathan A. Tufts 
C. M. W'ajiner 
1.. E. Whit,. Jr 
Robert Wolfe 
Charles J. Zeller Jr 



FORMER AFFILIATION 



NEW AFFILIATION 



II. B. Humphrey, N, Y., acct exec 

McCann-Erickson, Boston 

Erwin, Wasey, N. Y'., vp in clitte radio 

BBD&O, N. Y.. asst dir radio In chfte TV 

N. \V. Ayer, Phila. 

Y'oun}^ & Kubicani, N. Y*. 

Foote, Coiit & Beldinii. N. V. 

John FreihurjX, L. .\., vp 

BBD&O, V. Y'. , radio coniml superv 

McCann-Erickson, N, Y'., media dir 

Roy Dursiine 

Klein, Chi., acc't e\ec 

Hearst magazines 

Foote, Cone & Itelding, .S. F. 

Franklin Fader, Newark, vp 

(■ardner, St. Louis 

Monroe F. Dreher, N. Y'., copy chief 

W. Earl Botliwell, Pillsburfth, acct exee 

.Vrthur MeyerhofT, Chi., timebuyer 

WS.XI, Cinci., sis rep 

WCK, Buffalo 

RuthruufT & Ryan, N. Y',, copywriter 
KYW, Phila., acct exec 
Van .Sant, Dufidule, Balto. 

M< Keilar Publications, L. A., dir 

Pedlar & Ryan, N, V. 

S. L. Fiess. .N. \. 

W'OR, N. Y., prog coordinator 

Erwin, Wasey, Seattle, mftr 

Lockwood-Sliackelford, L. K., acct eiec 

.\ & S Lyons, Beverly Illlls, radio dir 
Thor Corp, Chi., vp 
Lactona Inc, i>t. Paul, adv mgr 
Leo Burnett, Chi., acct exec 

Frederic W. Ziv 

WIN'S, N. v., (ien mftr 

Y'ounft & Rubicam, S. F., acct exec 

Raymond Specter lie, N. Y. 

<;rant, Chi, 

Mcf^nn-Erickson, N". Y'., free lance radio script 
writer 

W. Earl Botliwell, ll'wood.. West lioast mftr 
Doe-.\nderson, Louisville, prodn mftr 
<>ihbons. Tulsa, vp. radio dir 
Kenyon & Eckhardt, N. Y*., assoc radio dir 
Cuent her-Bradford, <:hi., radio dir 



, research, media dir 



acct exec 
exec 



Same, vp 

Louis Robert Korn, Boston, acct exec 
Same, ll'wood., radio dir 
Same, vp 

Dorville, IMiila., vp 
Foote, Cone & Beldinft, N. Y'., vp 
Y'ounft & Rubicam, V, Y'., in clifte We the People 
RutliraufT it; Ryan, L, acct esec 
Same, vp 

Ralph II. Jones, Cinci. 
Peck, N. Y., radio dir 
Kultner & Kuttner, Chi 
Robert W. Orr, N. V., acci 
Biow, .S, F., media buyer 
Raymond, Newark, acct exec 
Same, media dir 
Dorlaiid, N. Y'., acct exec 
Same, vp 

Oiian, Chi., timebuyer 

KildufT ife Co (new), Cinci., head 

.\dam F. Eby, Buffalo, acct exec 

Peter Hilton, N. Y'., acct exec 

Charles A. White, Phila., radio, TV dir 

Same, radio dir 

Ben Suftarman, Toronto, acct exec 
H. K. L.. L. .\.. acct exec 

Sullivan, StaufTer, Colwell & Bayles, N. Y'., acct eiec 

Cimn-Mears, V, Y,, radio dir 

Cowan it Denftler, N. Y'.. radio. TV head 

RuthraufT & Ryan, N. Y,, acct exec 

Davis, L. A., acct exec 

Hufto Wiiftenseil, Dayton, superv radio, TV div 
Stemple-Oleneck, L. .\., radio depi head 
Salem N, Baskin, Chi., acct exec 
Olmsted & Foley, Mnpls.. acct exec 
Same, dir media anal 
Manson-(>old-Miller, Mnpls., media dir 
Nolan & Twichell. Albany, radio dir 

Ketchem, MacLeod & Crove, Pittsl>urfth. radio. TV dir 

Wakefield, S. F., vp 

Cerald Lesser, N. Y'., media dir 

Same, Dallas, acct exec 

Pat Patrick, Clendale, acct exec 

Same, radio copy dir 

Same, vp 

Same, media buyer 

White Advertisinft Aftency (new), Tulsa, head 
Same, ll'wood., head 

Simmnnds ik Simmonds, Chi., vp, radio3dir 



f 



■■ -ii: 



APKII. I94S 




in downstate 
ILLINOIS 



it's- 



W 
M 



MT. VERNON, ILLINOIS 



iiaium oaoe^itUf. ail 
04te. Una AM-^M note. 



WMIX-AM 1,000 watts 
WMIX-FM 15,700 watts 



represented by 
JOHN E. PEARSON COMPANY 




THE PEOPLE LOOK 

{CjonWnued jxom page 74) 

One to iwo hours 
Onc-hulf iooni> hour 
rifict'M mlnuii'H i<> hulf hour 
Cp to IS niltiiiii's 
Dfin'l IKti'ii 



14% 
1% 



More Public Opinion survey respond' 
ents think that radio is fair on pubhc 
questions than believe th.it newspapers 
are fair. They reported: 



Hair 



ltadi<i Ni'wspapiTs 
7'>% 55% 



got ine 



• That's how Lazy Bones, in 
the person of Ted Chapeau, 
starts his disc jockey show 
every week-day afternoon on 
WMBR and the only sleepy 
thing about it is the drowsy 
accents in which Bones plugs 
his commercials. 

• Local advertisers cant af- 
ford to fool around with their 
advertising money. It has to 
pay off in sales — and quick. 
That's why the Lazy Bones 
show and the other WMBR par- 
ticipating programs are sold 
out solid 95% of the time. 

• But when you want your ad- 
vertising dollars to pay off in 
Jacksonville sales, it's smart 
to follow the lead of the local 
merchants to WMBR. 




The feeling of radio's news-unfairness 
among those who arc anti-broadcasting 
( 1 39f , since S% didn't hazard an opinion) 
is attributed to advertisers (32^), sta- 
tion owners (26*^), and commentators 
(18^;?), The balance, 24%, think the 
guilty parties are "someone else" or just 
"don't know." It's important to spon- 
sors to realize that although the critics of 
radio's news are less than 13%, almost 
one-third of these put the onus for slanted 
news on the advertiser rather than the 
station or other factors in broadcasting. 
The actual anti-radio percentage of the 
entire panel of respondents isn't high on 
this question (26% of 13% is only 3% of 
the whole) but it indicates, as did a recent 
college survey of undergraduate opinion, 
that it doesn't take too much to put the 
finger on broadcasting. The so-called 
intellectual minority is suspicious of all 
advertising. Paul Lazarsfeld, who ana- 
lyzed the survey, points out that while a 
breakdown of the respondents on the 
basis of education reveals that the 
"critics" of broadcasting are preponder- 
ently in the college graduate group there 
is a high degree of criticism in respondents 
who ha\e "some college" and who have 
completed high school. The articulate 
minority are anti-advcrtising. There is 
also a marked increase in the criticism of 
broadcast ad\'ertising in the higher income 
groups. The combination of those who 
"don't like advertising but will put up 
with it" and those who would "cut out 
all advertising on radio" in the monied 
class amounts to 32% of this group. 
Since the higher income group usuall>' 
earn or receive their incomes from indus- 
try, it's significant that 32% of them dis- 
like broadcast advertising. 

There are many favorable reactions to 
radio in this second The People Look at 
Radio report. Asked if they thought that 
schools, newspapers, radio, local govern- 
ment, churches were doing their job. the 
respondents report in the following 
manner: 

(Please tiiru to page 9S) 
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WWJ-The Detroit hm 




TOPS in TALENT . . . with 
Detroit's best-known, best-liked 
personalities, combined with the 
world's finest through WWJ's 
20-year-old NBC affiliation. 



FIRST in PUBLIC SERVICE fea- 
tures for more than 27 years . . . 
tirelessly working in the public 
interest, constantly retaining 
community confidence. 



WWJ's leadership in PUBLIC 
ACCEPTANCE is evidenced by 
the results continually obtained 
for its advertisers . . ajiding 
prestige to their products, force 
to their saJes messages, and 
increasing sales through lowered 
sales resistance. 



FIRST IN DETROIT . . . Owii«rf ond Optrattd THE DETROIT NEWS 

NclioBol grpresrnlallvn: THE GEORGE P. HOLLINGBERY COMPANY 






Soiic NBC Aflilialc 



AM-fio KiLOCrctrt-Scoo wirrs 



Aiiociofe 7elev 



ion Station WWJTV 



PARTICIPATING PROGRAMS 

{Continued from page 25) 

recipe, home furnishing, beauty, and 
fashion infonnation. 

Today Craig talks of books, current 
events, movies, theater, and living in 
general. She block-programs her com- 
mercials, pie with co/lee, rugs with cur- 
tains, soap with dishwashers, etc. She 
also block-programs her editorial content. 
She has found out, as most successful 
program mentors have, that variety in 
the program must be in the presentation, 
not too obviously in the material. When 



a program jumps all around the lot it 
doesn't build an audience. The program 
must be integrated so that the listener 
does not have to do mental handsprings 
to follow it. 

Most successful programs on local 
stations have, like wildflowers, just 
grown. Program managers don't seem to 
have the time to devote to building a 
women's catch-all vehicle. Some of the 
girls bemoan the lack of a guiding hand. 
Time and time again local women broad- 
casters come to New York or Chicago to 
ask help of the "names" in the field. They 



How P YUH 
LIKE THIS, TOR 



MAIL- FULL? 




e'vel»«'«'ii yjHi for y:ir» 

and Viirs llial l{e«l liivor Valley 
]m;(>|>Ic really ■'{^c^■' f(»r \N'1)AV. 

Ihtc's a case hisl«»ry that 
sxirj>rise<l even iisl 

One of onr W DAY a<lvertisers re- 
cently ]Mit on a 2SS-slati<tii con- 
test, n!9in<; a lot of the host .sta- 
tions III ^Iicl-Aiin'riea. At the 
elosc of the eanipaij;)!, the 
Ayenej told iis the various eosls- 
|»er-enlry. ^M)AY letl the list, 
Willi a eost of .()U7. The average 
eosl for the oilier 27 stations 
was .«:2.i.i: 

Any \\'I)AY atlverliser ean leil 
y»>n that WDAY and the Ue«l 
River Valley are lianl l« heal. 
Bill for an aeliial rosiileiit's :i(l- 
viee. wsA' your local rcprcsenlaliiv! 




FARGO, N. D. 

NBC • 970 KILOCYCLES 
5000 WATTS 




don't know the available program ma- 
terial sources and they find it difficult to 
fill their 15 minutes. Once they're estab- 
lished, they discover it's a matter of se- 
lection, not one of enough data. For the 
most part participating program guard- 
ians are happy to be left to their own 
devices. 

A number of the programs have dis- 
covered that great time fillers, with un- 
usual listener interest, are letters. Once 
established any mc could fill up all her 
programs just reading letters — and good 
letters at that. Most of the mc's are 
married, and many of them find that 
references to the husband and other 
members of the famil>' are welcomed by 
their fans. Some keep their private lives 
far from the mike, but they are in the 
great minority. 

The backgrounds of the mc's also 
flavor what they emphasize on their pro- 
grams. Former fashion writers play up 
fashion. Home economics specialists 
stress cookery. However they all learn 
not to teach, not to talk down, but to 
share the fullness of their lives with their 
listeners. 

Sponsors who weigh the use of women's 
participating programs from the cost 
factor are often tempted to try to buy 
one-minute spots near high-rated pro- 
grams instead. The trouble with this is 
that there are few one-minute spots 
available next to high-rated programs. 
If the station is a network affiliate, there 
are no one-minute spots between pro- 
grams (only 20-second station breaks). 
If the station is an independent and has 
some top-rated programs, one-minute 
spots are about as scarce as hens' teeth. 

In some cases, one-minute spots on 
participating programs cost no more 
than straight one-minute commercials. 
In others the premium may run as high 
as 50%, although 20% is a fair average. 
It's generally more reasonable from a 
result point of view to buy a participation 
than it is to buy a one-minute announce- 
ment — even if the latter were available, 
which in most cases today it isn't. 

There's no rule of thumb upon which 
a women's participation program may be 
bought. A rating doesn't tell a sponsor 
very much. Each participation must be 
checked via some other sponsor's cash 
register. Women's participating pro- 
grams are basically salesmen. If they 
sell they're worth a premium. If they 
don't, the answer to adequate local 
coverage for a sales message may be 
chain breaks, a good local program, or a 

top-flight open-end transcribed produc- 

* * * 

tion. 
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Joseph K. Uiirriii, a graduate last June from Purdue I niversit), bought 
his own drug store in September at Covington, Indiana. 

He's a strong believer in ad\ ertising. Burrin's Pharmao advertisements 
appear regularly in the local weekl\- paper and on the local theatre screen. 
Although he docs not have opportunity to use radio advertising, he knows 
it works. "When the cold remedies started to move in the fall," he reports, 
"1 noticed it's the brands the}' hear about on the radio that people ask for." 

i\tr. Burrin's reaction to radio is typical of most small -town merchants 
in the WLS area. And radio in Fountain County means W LS — for W'LS 
has the highest BMB in the county, 88'^^ day and 91*^ I'gbt. in \^M\ 
WLS received 4,172 letters from the count)'s 4,530 radio homes — 92r^ 
response! Merc's ample proof of listener confidence in W'LS — confidence 
built up in 24 years b)' giving listeners the kind of service they need, 
entertainment they want. 

Covington, 145 miles south of Chicago, is the Fountain count)' seat. 
This county is an important market. Total population is 18,299, with 
79.5<^ rural. Retail sales in 1946 were 121/3 million dollars, over 5 million 
of it in food sales alone! 

This important county is only a small part of the market intensively 
covered by W'LS. In Covington and Fountain County, as in many other 
iMidvvcst communities, W'LS is the leading radio station — most listeners, 
most influence . . . and the merchants know it! For further details about 
W'LS— its audience, its market, its results— ask any John Blair man. 
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Big enough 
to be smallest 



Obviously, you've got llie besl in Radio 
wlieu you can spend money for a '"bij^" 
program and still get listeners at small cost. 

That's why the shrewdest buyt is of Radio — 
the men who use Racho most and know it 
best— so overwhehningly prefer the two 
top U.S. networks, the TYPE I networks, 
the '"big audience" networks. 

Advertisers can afford to put a "big" 
program on a TVI'K I network because 
these networks, with their -tronger, 
belter-balanced facihties and stronger 
schedules, deliver more customers i?i more 
markets to their programs— prochicing the 
h)west cost per customei" in all Radio ! 

y\nd more of I lit- hundred largest users 
of lladio i)refer CBS to any other network. 
For the uid)ia?ed figure<i chow that CRS 
deliver? its KAKGK audience? at I.OWKK 
costs than ANV other network. 
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HOOPER SAYS WHEC SHARE 

OF LISTENING AUDIENCE IS . . . 

*Combined average Morning, Afternoon, 
and Evening Hooper Index forl947. 



A ROCHESTER NEWSPAPER IN A RECENT 
HOUSE-TO-HOUSE SURVEY ASKED, "WHAT IS 
YOUR FAVORITE ROCHESTER RADIO STATION?" 



39% 



O SAID 



26 PERCENT SAID, "STATION B." 
12 PERCENT SAID, "STATION C." 
n PERCENT SAID, "STATION D." 

8 PERCENT SAID, "STATION E." 

4 PERCENT SAID, "STATION F." 




N. Y. 
5,000 WATTS 



Nalionol kepreientaHves: J. P. Mc KINNEY 8, SON, New York, Chicago, San Francisco 
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the WAT V Test-Pattern is now being telecast 
daily in the New York area on Channel 13. 

^ the new WATV Mobile Unit will begin remote 
operations in April. 

the WATV main Television Studio, the world's 
largest, (84' x 82'), is rapidly nearing 
completion. 




WATV 

CHANNEL 4 Q TELEVISION CENTER, NEWARK, N.J. 

I U serving the New York Metropolitan Area 



A Winning Combination . . . 




WAPO-FM... 

Pioneers in Chattanooga 

Affiliated u ilh 

National Broadcasting 
Company 

Represented by 

HEADLEY-REED COMPANY 



AM PROGRAMS ON FM? 

(Continued from page 40) 

of the second transmitter. Eventually 
there will be a rate adjustment which 
takes into account the fact that network 
programs are being fed to listeners via 
two stations in the area. Instead of a 
separate rate for FM and AM there will 
be a combined rate, such as WWDC and 
WWDOFM has established, which will 
be subject to a discount if the FM station 
does not carry the program. 

No rating service except the Pulse of 
N'ew York and its related Pulses in 
Boston, Chicago, Cincinnati, N'ew York, 
and Philadelphia, is reporting any special 
FM indices of network program listening. 
Hooper is not asking a special FM ques- 
tion, but believes that respondents call 
the FM affiliate of a network outlet by the 
call letters of the AM station more often 
than they identify it correctly. Since 
Hooperatings are basically program rat- 
ings this does not affect the show reports. 
Nielsen Audimeters can be adjusted to 
record FM listening but practically no 
FM-AM Audimeters are in the field at 
present. 

There has been an increase in listening 
to networks during the last two months. 
It is, however, too early to ascertain 
whether this increase is due even in part 
to network programs on FVl stations in 
areas that couldn't hear the programs of 
one or more chains too clearly before. 

A confidential survey among station 
licensees just completed by a major net- 
work reveals that within a little over a 
year 75% of web service areas will be able 
to dial their network programs on either 
FM or AM. It appears that in two years 
commercial duplication will be almost 
100%, unless the musical or other union 
problems should once again force non- 
duplication of network programing. 

Many network stations, however, are 
using their station time (periods during 
which there is no mandatory commercial 
network ser\'ice) to program their FM 
station differently from their standard 
broadcast operation. There will be sepa- 
rate rate cards for local and national spot 
advertisers for this operation. What it 
will be, most stations report, cannot be 
decided upon at present. 

There is no question but that listening 
audiences are being split up between AM 
and FM, and where there is TV, by the 
visual medium also. What is listened to 
or viewed and who looks or listens is still 
a to-be-researched field. There is a great 
area in which the field of broadcast ad- 
vertising knows very little; F.M has in- 
creased that area. « • « 
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COBRA 
TONE ARM 



NOTICE THESE 
SELLING FEATURES 

• COBRA TONE ARM . . . 

Zenith's new way to play rec- 
ords. Makes them sound better 
—last longer. 

• GLIDE-AWAY COVER . . . 

Entire cover glides back so 
phono unit is open for easy 
loading. 

• NEW "DIALSPEAKER" . . . 

New Zenith development for 
bigger speaker— larger, easier-to- 
read dial. 

• SILENT SPEED CHANGER... 

Quickly, gently changes 10 or 
12-inch records. 






The Most Demonstrable 
Table Combination You've 
Ever Had on Your Floor 

aud it's priced Jor volume business! 

RETAIL LIST PRICE 

MATCHING RECORD CABINET . . . $39.95 

West Coo!( %\\gh\\i Higher 

Here is a new Zenith model designed to 
walk off with the bulk of the business in 
the important table combination bracket. 

It is a quality set through and through. 
With its tone quality, beauty of design and 
terrific performance, it is far ahead of any- 
thing you have yet seen. You will want to 
advertise it, display it, demonstrate it . . . 
for this set has real features that your cus- 
tomers will see and like. 



Keep An Eye On 
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IN THE RURAL INTEREST 

(Continued Jrom page 34) 

cooperatives. Men like Arthur Cliurcli, 
head of the Midland Broadcasting Coni' 
pany of Kansas City (KMBC), realize 
that something has to be done to serve the 
farmer as a group apart from urban popu- 
lations. A number of stations on the 
West Coast have started thinking about 
building a local chain to serve farm needs. 
Up in New York State, ten farm organiza- 
tions have underwritten a non-profit cor- 
poration known as Rural Radio Founda- 
tion. The foundation in turn owns the 
Rural Radio Network, Inc. which will 



serve, it is claimed, through six FM sta- 
tions, of the farm audience within 
New York State. The stations will use 
micro-relays to pass along the programs 
from one to another. Each transmitter is 
on a fairly isolated peak in a rural area. 

RRN hjisn't set its program structure 
yet. It knows that it will be useless to 
program after 10 p.m. Its audience isn't 
awake at that hour, except on a Saturday 
night. It has plans that are vitally con- 
cerned with remotes -broadcasts picked 
up from rural church functions, grange 
meetings, county fairs, and all the social 
functions that are planned for the farmer. 
It will sell no urban audience, have no 



WISCONSIN'S 



Neiuedi and 



MOST 



POWERFUL 

RADIO 

STATION 




AFFILIATED M. B. S. 



1070 Oii, *f(U4A> dial 

MADISON 3, WISCONSIN 
Represented by HEADLEY-REED COMPANY 



programs that are basically urban. Even 
the comedians will avoid references to 
Hollywood and Vine. This doesn't mean 
that the gags will have hayseeds behind 
their ears, but that they'll be phrased in 
patois of the land, not Lindy's or hot 
spots. 

The head of RRN is R. B. Gervan. 
formerly director of information for the 
Cooperative Grange League Federation. 
His was the responsibility of buying time 
and programs to get the message of the 
co-op across to its members. He started 
with one program once a week on one 
station. In his peak year he placed 3,000 
time and program deals. This included a 
daily program broadcast over a specially 
linked network covering New York and 
New Jersey. He discovered how hard and 
expensive it was to reach the fanner by 
himself. 

RRN will operate out of Ithaca, where 
no doubt it will have the advice of Mark 
Hanna, manager of WHCU, who has 
made this daytime station of Cornell 
University both a credit and a profit to 
the educational institution. WHCU and 
RRN arc located in the same building, 
which would seem to indicate more than 
the normal degree of cooperation between 
(Please turn to page 95) 
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PROMISE NO. 3 



SPONSOU lias hiiilt a ri'piitatioii for siirc-fir<' issues, iiioiitli in 

and iiioiitli oiil. lint twice before we've seen 111 lo jiiv<' promise of 

exlra-speeial features in iipeoniing issu«^s. We've lold you 

about the FALL FACTS digest higbliglited in the July 1917 

issue; tbe iNAH FV^VLHA riON analysis in tlic September 1917 

(iVAH) issue. Y<ui loved tlieni botli, and afterwards tohl 

lis so*. Til is policy of advance iiotiees of oiitstaiidiii^ 

features will eoutiiiiie. itiglit now SPOIVSOH is 

iiitcrview'iii|j; sponsors and llieir agencies in a uniquely 

iiieaiiiiigfiil stiuly. "What the si>oiisor asks of the NAIJ" 

will be featiir<'d in llie May (NAli) issue. The issue will 

piiblislu'd two weeks before the Los Angeles 

Coiiv<-iition, will be additionally distributed and 

discussed at tbe Convention. We believe that it will grip the 

interest of sponsor, ageiiey, and radio station rcatlers. 

TIk' ]\Iay (NA1{) issue constitutes an exceptional 

advt'rtisiiig opportunity. Advt'rlisiiig f(»rins close April 15. 



liii|iortant reailin;^ for iiiipurtaiit |Kh»|iIc 




* You wrote things like this: 

"Congratulations on your September (JN.VB Evaluation) 
issue w'liich is chuck full of ideas which w ill help us to make 
money for ourselves an<l our clients." 

Kichard Jorgensen 
llicliard Jorgeiiseii Advertising; 



"For the first time 1 liave had the experience of picking up a 
publication the contents of which, from cover to cover, im- 
pressed me as having been prepared for me and me alone." 

C. E. Hooper 
C. E. Hooper, Inc. 

* • * 

"Tbe July issue of si-o.nsor is a knockout." 

]foward Yeigh 
J. Walter Thompson Co. 



"Your July Facts issue is the best one of any trade paper at 
anv one time. Vou deserve hearty congratulation.-*. I can 
use a couple extra copies." 

H. C. Wilder 
WSYK 



"1 was gratified lo notice the terrific amount of spare that 
vou devoted to Spot broadcasting in this issue (July).*' 

W'ellsjH. Bar'nett, Jr. 
John Blair & Companv 



"Your current issue (July) is the best one yet. It has a 
tremendous amount of information in it. If I \%ere a sponsor 
— heaven forbid — I wouldn't be without it." 

fan! Denis, Radio Editor 
New York Post 




WU'J-TV received a 21'^ return on 
its postcard siirve>' of TV listening in 
Detroit made during the period Decem- 
ber 10 to January 14, The responses 
caine 65^ from hoincs, 24*^ from public 
places, and 11*^ from dealers. The pro- 
gram receiving tlie greatest number of 
"e.vcellents" was the NliC Newsreei It's 
scanned twice weekly, at 8 p.m. Wednes- 
days and 3:30 p.m. Fridays. Out of 463 
replies 237 homes, 72 public places, and 
28 dealers rated it tops. Only one re- 
spondent tabbed it bad, 19 poor. The 
balance, 93, felt it was good. 

In the order of "excellent," viewers 
rated the balance of their viewing in the 
following sequence: 

ilockoy Mi; "U" I'icturrs (million pictiirvs) 
I.S,<; Junior Janibiiroo (juvenile) 148; Fun and 
Failles (c-nrloons) 147; Free for All (and. partici- 
palion 1J4; I'nint of View (round lalilc) 
Comics (slides & skiCsf 116; T\' .Maiiner home 
ec<iiioniiC!») S7; l*owers Sclioiil (charm course) 
70; Man on Street (inlerview) 60; Sketchbook 
■ dept store nidse) .^7. 

The WWJ-TV survey also turned up 
the information that the average tele- 
\-ision home in Detroit has five viewers 
per set, the aN-erage tavern 43 viewers, 
and the average dealer nine. It also re- 
vealed that when the station scanned the 
Rose Bowl football game, in which the 
University of Michigan participated, the 
average viewers per home jumped to 1 1, 
the public-place viewers to 128, those in 
dealers' stores to 80. The Motor City is 
sports-conscious plus. 

* * • By October 1948, Chicago will 
be linked via coaxial cable with Mil- 



waukee, Toledo, Detroit, Cleveland, and 
St. Louis, and scs'eral networks will be 
feeding their affiliates visual programs by 
that time. The Eastern link in the chain 
(New York, Philadelphia, Schenectady, 
Boston, Washington, and Baltimore) 
will be extended to Richmond by De- 
cember and at that time is scheduled to 
join the mid western loop. 

* * * There will be over 190 applica- 
tions pending for TV licenses by June 
first according to present indications. 

* * * Frank H. Lee Company (hat 
manufacturers) will present Drew Pearson 
on TV, as well as on the ABC network, 
as soon as plans can be completed to give 
the program a visual aspect. 

* • * The Crosley Broadcasting Corp- 
oration (WLW, Cincinnati) will have 
three TV operations on the air by the 
end of 1948. WLWT in the Queen City 
is now telecasting, WLWD (Dayton) 
w'ill be on the air sometime in November, 
and WLWC's location in Columbus, O., 
is being cleared with the Civil Aeronautics 
Authority now. Crosley hopes to be able 
to cover a uood part of its radio service 
area through multiple ownership of TV 
stations. 

* * * While AP announced (at a 
Hollywood convention) that it was drop- 
ping its immediate plans for a TV news- 
reel, INS and UP arc going along with 
their plans full steam. INS beat all the 
theater ncwsreels with film on the Ciecho- 
slovakian crisis during March. 

* • * RCA-Victor has biought its 
booklet "What's your television I.Q.?" 
up to date and expects to distribute well 
over 1 ,000,000 this year. 

* * * Besides his 10,000,000 feet of 
stock film for TV, Frederic Ziv has some 
75 full-length feature films for lease to 
stations. Pictures include in their casts 
such players as Alan Ladd, Bela Lugosi, 
Doris Day, and Parkyakarkus. 

* * * Duane Jones has combined the 




More than half the FM stations in the 
nation are using breaks between programs 
to remind their listeners imany of whom 
are hearing FiVl on a friend's receiver) to 
'be sure your new radio has FM." This 



is an FMA-inspired campaign. 

* * * 483 FM stations were on the air 
at the end of March. 

* * * Ten regional FM networks are 
cither functioning on a pilot basis or plan 
to be in operation within the next three 
months. Regional networking for sfiecific 
sections of the radio audience seems 
destined to be an important part of FM 
service in the years to come. Stations 
will themselves operate their own micro- 
wave relays and thus networking costs 
will be kept to a minimum. 

* * * Seventy-five per cent of all FM 
stations are owned by AM station oper- 



fad of "Who Is It?" with jigsaw puzzles. 
During the telecasts of Missus Goes 
A-S/io/j/jing (WABD, New York), John 
Reed King, the mc, builds the face of a 
noted personality, piece by piece, while 
viewers are asked to identify "Mr. Who." 
The contestants must write the name of 
"Mr. Who" and 25 words or less on the 
subject "What changes television has 
brought to your home," on the back of the 
wrapper of any one of the sponsors' prod- 
ucts. Duane Jones advertisers using the 
program on a revolving basis are Sweet- 
Heait Soap, Bab-0, and Mueller Maca- 
roni products. The grand prize will be a 
Launderall Washing Machine. Results of 
the contest are going to be judged by the 
advertisers, says the agency, on a cost- 
per-sale basis. Walter Ware, TV-director 
for Duane Jones, feels the time has come 
to make television in New York deliver 
sales that justify telecasting expenses. 

* * * Over I6,(X}0 TV receiving sets 
were in use in Chicago as March drew to a 
close. At the beginning of the windy- 
month Chicago passed the 15,000 mark 
and WBKB's rates went up to a base of 
$500 an hour. Captain Bill Eddy, direc- 
tor of the station and Balaban & Kat: 
television activities, stated that not only 
were available viewers increasing by leaps 
and bounds but that the switch was to 
home receivers. Whereas a year ago a 
majority of the sets were in bars and 
grills, today only 22*^ are so located. 
Residential installations account for 
69.7% of the 16,000 sets in the area. The 
balance are in use in dealers' stores. 
WBKB's rate during the period in which 
from 5,000 to 15,000 receivers were in use 
was $375 an hour. 

* * * American Tobacco will have a 
number of TV programs on the air this 
spring. There'll be a mystery, Barney 
Blake, produced by N. W. Ayer, Toiiig/if oij 
Broadway produced by Martin Gosch for 
Foote, Cone and Belding, and a number 
of other to-be-announced vehicles. 



ators. One-third are controlled by news- 
paf)er-AM station managements. 

* * * Cincinnati's WCTS-FM will be 
serving trolleys and buses with five-min- 
iite radio packages — music, newscast, and 
commercial. During a study made by 
the Taft interests 96' , of all riders in the 
trolleys and buses noted on survey cards 
that they approved of the idea. Balti- 
more and Washington won't be far behind 
the Queen City and WilkesBarre's WIZZ 
may have its transitradio plan, called 
Transcasts, in operation almost as soon as 
WCTS. The latter are also affiliated with 
the Hulbert Taft organization. 
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CameFs Choice . . . NBC Television 



Ritllil now tilt- l\. J. Hcyiiulds ToIkh-co Conipaiiy is starling soiiietliiiig — 
wluil will Uc one of lolcvisiim's most elaborate, exciting clevclopincnls 
— The Camel iXewsreel Theatre. 

j\alnriillv, when Camel decided to sponsor a new full-length newsreel 
each day. S davs a week — naturally, the choice in lele\ision was \HC. 
So . . . excuse this paraphrase (d Camel's Choice of Experience clinehcr: 
Let your own experience tell yon why more sponsors are choosing 
NliC Television than ever liefore. 



Here's how CAMEL Telecasts the NEWS! 




NBC 



Television 

NATIONAL liKOADCASTl\G COMI'AVY 
30 Kochefeller Plaza, jVpw York 20, A'. Y. 

A SiTficr of Radio Corporation of Amtnca 




^ANT TO GET THE MOST for your 

promotional dollar in New England? 
Bend an ear, then, to this case historyl 

The advertiser's name. Tern Incor- 
porated. The product, a liquid house- 
hold detergent. The promotional plan, 
offers of free samples during a 13-week 
test period. The media, five prominent 
New England stations. 

Cost per inquiry (including station 
time, manufacturing, mailing and post- 
age, and handling charges) ranged 
from S4.35 for one station all the way 
down to 50c for Mildred Carlson's 
"Home Forum" program on WBZ. 

Why this sensational success on 
WBZ? The advertiser credits it to 
Miss Carlson's sparkling enthusiasm., 
and to her acceptance by thousands and 
thousands of housewives throughout 
the six New England states. Wherever 
you go in New England, people listen 
to WBZ.. and like what they hear. 



WBZ 



BOSTON 



WBZA 



SPRINGFIELD 




WESTINGHOUSE RADIO STATIONS Inc 

KDKA • WOWO • KEX • KYW • WBZ • WBZA 

National Representatives, NBC Spot Sales— EicepI (or KEX 
FOf KEX Free A Petert 



IN THE RURAL INTEREST 

{Continued from page 90) 

the units. However, Hanna does not plan 
to leave W'HCU and lias extensive plans 
for that station and its full time FM 
affiliate. 

For a number of >cars, Arthur Church 
has been studying the difficult problem of 
trying to serve two masters in Kansas 
City — the great metropolitan area of KC 
and the great rural area of which KC is 
logically the hub. Being program con- 
scious he knew that he was building a 
number of programs that would enter- 
tain hioth rural and urban Kansas, but he 
knew that his urban and rural audience 
didn't listen at the same time. After ' 
mature consideration he decided to make 
application for and build another station 
— a station in the middle of rural Kansas, 
but which would be programed where the 
talent was available, in Kansas City. To 
the casual observer this would appear as 
though Church was cutting his KMBC 
audience into two pieces. He was, but 
only from a transmitting point of view. 
Church was planning for advertisers a 
"team" operation, through which they 
could reach both urban and rural Kansas 
at the time each wanted to hear what the 



advertiser had to say. The rural team 
mate of KMBC is KFRM. 

The fact that the number of stations on 
the air has increased so much is one reason 
wh> broadcasters are gradually getting 
away from the idea that all stations must 
serve the great mass of listeners. While 
the grow ing tendency to program stations 
exclusively for the farmer is more dra- 
matic jx-rhaps than other examples of pro- 
graming for minority audiences, there is 
an increasing number of outlets that are 
thinking in terms of individuals instead of 
millions of homes. Oldest of these is the 
"good music" station, W'QXR (New 




The Texas Rangers transcriptions 
of western son;;; have what it 
takes! They build audiences . . . 
they build sales. The price is right 
— scaled to the sire of the market 
and station, big or little. Standard 
or FM. And The Texas Rangers 
transcriptions have quality, plus 
a programming versatility that 
no others have. 

Wire, write or phone for 
complete details. 



The 



York), now owned by the New York 
Times. There are, liowever, a great num- 
ber of other examples that have been 
doing a similar programing. WHN (New 
York) and Wl IDH (Boston) are leaders 
in the field of reaching sports listeners. 
News and music stations abound through- 
out the United States and while they 
make little attempt to supply something 
for everybody, their audiences are great 
and in some areas like Memphis 
fVVHHM), the sum total of the so-called 
minority listeners frequently adds up to 
more ears than major network outlets 
deliver. - • - 




seclions of Oklahoma tie your message to a 50,000 



wati signal lhal is heard by OVER 1,370,000 Okla- 



homans who speni OVER 5855,739,000 in relail 



sales during 1947 



JOE BERNARD 

etMlRU MAMACCR 



AVERY-KNODEL, Inc. 

MATIOHAl RlPKSlHmmS 



An ARTHUR B. CHURCH PRODUQIONj 

Kansas City 6, Mo. 
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Retail Sales in 

WPTfs Primary 

Market Exceed 




BILLION 

$$ 

A YEAR 



More Proof That 

WPTF . 

No. I Salesman 



in North Carolina 
the South's 

No. 1 STATE 



WPTF 



680 
KC 



50,000 



WATTS 

NBC 



Raleigh, Noith Carolina 



FREE & PETERS Rpprfsentaltv 



THEY GAVE AWAY 

(CoutimicJ from page 43) 
direct mail and newspaper advertising - 
at Icasi in the way tiiat tiie Sanditens 
were using these mediums back in 1932. 

The three brothers didn't jump rigtit 
into broadcasting with all their adver- 
tising cash. Maybe, they thought, the 
cigar lighter offer results were simply a 
fluke. No sense in disrupting a proved 
success formula. So they conferred and 
came up with $1,000 to spend in radio. 
They bought spot announcements, and 
the year being 1932 they were able to 
buy very good spots. They experimented 
with different commercials. They checked 
different time availabihties. No matter 
what they tried, they found that broad- 
cast advertising sold auto accessories. 
Some ideas sold more than others, but 
regardless, radio moved their merchan- 
dise. The second year the radio adver- 
tising budget was uppcd to $2,000. No 
big gamblers the Sanditens. 

The third year it was decided to spend 
a little real advertising money on the air. 
Station KVOO was employed to build a 
30-minute variety program for OTASCO, 
as the Oklahoma Tire and Supply Com- 
pany was becoming known. The program 
was also fed to WKY (Oklahoma City), 
to which the Sanditens were beginning 
to spread their business. 

Variety was satisfactory in so far as 
the merchandise in tlieir stores was con- 
cerned. It sold merchandise but not 
enough. It convinced OTASCO that 
newscasts were a better vehicle for their 
selling. Starting with their fourth year, 
the firm has concentrated their selling on 
newscasts. This doesn't mean that 
throughout tlie Southwest they haven't 
used every type of program known to 
broadcasting, but just that after every 
test of another program form, they re- 
turned to news. 

Ten years ago (1938) six years after 
they had purchased their first commer- 
cial the Sanditens were spending more 
than half tlieir advertising budget in 
radio. 

And they were averaging a new store 
a month. 

By 1941 they had 110 stores and a 
radio budget of $40,000. They were buy- 
ing newscasts on 16 stations. With the 
coming of World War II, they fell heir 
to the greatly increased news audiences. 
The occasional news -broadcast follower 
became a regular and OTASCO reached 
more and more ears with its sales mes- 
ages. At the end of the war, their radio 
budget had reached $70,000. Despite 
materials freezes the Oklahoma Tire and 
Supply chain had gro\m to 123 stores. 




TALZNT 

WMBD has a larger share 
of the audience than all other 
Peoria stations combined 
(Hooper Station Listening 
Index, Dec. '47— Jan. '48). 
One major reason for this 
dominance is LOCAL PRO- 
GRAMING with LIVE 
TALENT. 



35 



. . . FULL TIME person- 
alities! Out of a total staff 
of 65, over half are exclusive- 
ly talent and programing 
personnel. This personal 
touch in news, sports, farm 
information, women's pro- 
grams, music and variety- 
shows represents genuine 
community service. Com- 
bined with top-notch CBS 
features, it keeps WMBD 
"First in the Heart of Illi- 
nois." 
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It was time to take advertising stock. 
When they first started, broadcasting 
was a wide open merciiandisiiig niediuni 
but one which, according to authorities 
of the time, should be used only institu- 
tionally. The Sanditens hadn't agreed. 
For their type of operation advertising 
had to sell —directly. They broke down 
the resistance of many station managers 
to mentioning price on the air. They 
even developed a radio signature that 
stressed price. 

All their programs open with the musi- 
cal clang of the cash register — and the 
announcement, "Thank you, here's your 
change. Remember you always .save at 
your friendly Oklahoma Tire and Supply 
Store." 

Two items are sold directly on every 
broadcast, no more, no less. One hundred 
words of selling copy are used on each. 
Each is a special, a leader, at what 
OTASCO believes to be a bargain price. 
Generally the item is one not advertised 
in any other medium. The stores—there 
are 175 stores now— have check lists on 
which they tally the sales of the radio 
specials. The company thus has a day-to- 
day record of the efficacy of every pro- 
gram and every station they are using. 
They also have a record of direct mail 



^tWDSU 




WDSU broadcasts 5000 watts 
from the French Quarter to 
the Gulf and South Louisiana listeners. 

From dailyissociation with time-honored 
New Orltans inslilulioas Vt'DSU has 
developed a high quality of integrity. 
WDSU devotes frogram linll rlgularly 
and exclusively to the St. Louis Catlicdrai, 
the International House . Moisant Inter- 
national Airport, Tulane University. 
Union Station, the Municipal Auditorium, 
Symphonies and Operas. 

WDSU's dominate Hoop, 
crating proves that Hon. 
oring local institutions 

l' I ^\ creates high listener 

lojaltj 




sales from California to Wyoming. These 
sales are the bonus that radio delivers. 
They're also in clfect surveys which tell 
the Sanditens where it may be profitable 
to open a new store. If there are a great 
many mail orders from an area maybe 
that area hasn't a tire and supply store 
which is filling the local needs. 

Plans for 1948 call for more and more 
radio. The budget for broadcasting is 
$100,000. They have not dropped all 
other media. They're still using news- 
papers and direct mail, although the air 
does get the major portion of the budget. 

The chain hopes to grow to 200 stores 



in 1948. Definite plans call for 196 by 
the end of the year. The program key- 
stone will still be newscasts, at breakfast, 
lunch, and supper, when, D. C. Spcrry, 
advertising manager believes, "the entire 
family listens, is relaxed, receptive, and 
most likely to become customers." 

Reversing the usual fomiula in which 
sponsors go from spot announcements to 
programs, OTASCO expects to go into 
spot announcement buying this year. 
They're going to combine their cash 
register slogan and their daily specials 
into a chain break and try to buy as many 
prime availabilities as they can find. * * * 



NEW 
ORLEANS 



ABC 
Afriliate 



WDSU 

1280 kc 

John Blair & Company, RepresenUllve 




Sales 
Costs 

can be 

Little Ones 



too 



WTAR-NORFOLK's audience 
delivery per advertising 
dollar does it... and 
here's how: 



NORFOLK MARKET has the greatest metropolitan area 
population gain in the nation, 1947 over 1940 ... 437„ 
more customers, h\% more new households to supply, says 
Bureau of Census. And . . . WTAR keeps right on delivering 
the BIS share of this healthy market . . . 



Lei us give you more facts 
about buying power and 
coverage. They show why 
WTAR-NORFOLK does such 
a thrifty job on your sales 
costs, with such handsome 
increase in profits. 



NBC AFFILIATE 
5,000 Watts Day and Night 




sooo 

Wotll 



Operator, WTAR-FM 97.3 Megacycles 
National Representatives: Edward Retry & Co 



norfolk 
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THE PEOPLE LOOK 

{Continued from page 78] 



industries in the followinj; fashion: 

l'rl\ate i>r (lOvcrnmc-ni (Uinirol? 















Govt 


Private 
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11% 
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The balance of respondents in each cate- 
j;ory report "don't know." 

The public generally report they don't 
want radio in the hands of the govern- 
ment. They don't want newspapers gov- 
eninient controlled either. They re- 
sponded to this question on six different 



TV PROMOTION 

{Continued Jrom page 70) 

can look in, too. Thousands visit the ex- 
hibit daily, get a better idea of how TV 
\\orks. Since these visitors are for the 
most part out-of-town sightseers, they 




You CAN believe your eyes when buying power figures 
prove fhaf Central New England's average income is 13% larger 
than the nation's per family average." Nor is it an illusion that 
this gain over the nation applies to more than half o million 
people in the trading area of WTAG — the one station which 
completely and effectively covers all of the prosperous Central 
New England market. 

National and local WTAG advertisers ore quick to recog- 
nize that their advertising, aimed at this $549,083,000 income, 
brings profitable returns. 

So/«l Moiiog*m*nf Si/rv«y of Buying Powtr 



WORCESTER 

580 KC 5000 Worn 



PAUL H. RAYMER CO. Nolionof Soitt KtprtitnloH.tt 
AITilialtd wiih iht Worctiltr Tdtgrom — CoKli*. 




letum to their homes intrigued, at least, 
by video. 

The NBC-Television tour of its New 
York studios also sells the visual medium. 
Thousands take this escorted walkathon 
monthly. NBC-TV promotion is con- 
centrated on its programs. It finds 
Kleig-lighted gala openings such as it 
staged for the Theatre Guild's presenta- 
tion of John Ferguson very effective. 
NBC concentrates on publicity and ad- 
vertising with very little exploitation 
being done at present. The recent ap- 
pointment of Dick Hooper (ex-RCA-TV) 
to head an exploitation division of NBC- 
Television indicates that this hole is being 
plugged. 

The networks are prolific picture 
sources for all national consumer publica- 
tions. Many publications call daily upon 
the networks' picture files for material. 
Thus far they've been able to fill most 
requests and television reports in the 
press have been well illustrated. 

Point-of-sale promotion by sponsors 
during the past six months has been 
scant. This phase of TV promotion was 
a facet of the earlier days of visual broad- 
casting. Several sponsors state that 
they'll soon be promoting. At present 
it's the stations' burden — and they're 
carrying it well. • • . 



SELL 



ALABAMA'S FIRST MARKET 

1,833,430 Alabamians 
covered by 
Concentrated Power 



WKAX 

BIRMINGHAM, ALA. 

1000 Watts 900 KC. 



Ganus C. ScarborousK 
Gen. Mgr. 



mm MERSHEY McGILLyiiA, INC. 
NAIIONAL REPRESENTAIIVES 
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PEACE-IT'S WONDERFUL! 

{Contimied Jrom page 14) 

a matter of negotiation. Petrillo never- 
theless gave an indication of being more 
than reasonable about the matter by 
agreeing to the scanning of the NBC 
Symphony on March 27 without any 
extra fee at all. Future video presenta- 
tions of the Symphony, if NBC should 
want to continue to telecast that 
great musical organization, would not in- 
crease the musicians' scale very much. 
It was understood that the prohibition on 
the TV use of theater musical motion 
picture films stands. It was agreed, how- 
ever, that the networks will be permitted 
to serve their affiliate stations with filmed 
transcriptions of their TV programs, thus 
enabling the chains to service outlets th.at 
may not be connected to the webs by 
coaxial cable or microwave relay, for a 
long time. 

A number of stations have cut their 
musical staffs during the past year, under 
the protection of the Taft-Hartley act. 
The fact that the networks did not try to 
reduce their staffs was one of the reasons 
why Petrillo in negotiation was more 
agreeable than he has been since he 
assumed the mantle of president of the 
union. There were other factors as well. 



FIRST 
FIRST 
FIRST 
FIRST 
FIRST 
FIRST 
FIRST 
FIRST 
FIRST 
FIRST 
FIRST 



FIRST station in H19 
FIRST city in the 
FIRST state with the 
FIRST network (basic ABC) 



M FIRST outA. 



March I, 1948 



U/AVA Leods by os much as 4.8 
pointi of a 22.9 totol. 

Local businessmen hack 
this local station (soon 5000 
watts) because they know 
the importantf Capital Dis- 
trict market has'the'/iabit of 
leaving the^ dial tuned to 
Albany's Pioneer Station. 

GOVERNOR DONGAN 

BROADCASTING CORP. 

HOTELIWELLINGTON 
ALBANY, N. Y. 

Xalional RepreseniaiL'es 
LORENZEN & THOMPSON, Inc. 



The networks agreed, though not contrac- 
tufilly, to work towards "getting as much 
live music on the air as possible." In- 
stead of using just a token amount of 
music on TV there will be a sincere effort 
to devise programs in which music is a 
vital visual part. The networks are also 
committed, it is understood, to feeding 
their FM affiliates a block of live music to 
show how good music sounds on this full- 
range distortionless medium. 

Broadcasting will have all the music it 
wants, needs, or desires, at no increase in 
cost. Whenever and wherever music is 
called for it will be .iv.iilabic, except on 



record. The more live music is on the air, 
cre.iting and building musical hits that 
have not been recorded, the nearer the 
record industry comes to the day when it 
will have to come up with a disk solution 
that is satisfactory to Petrillo. The new 
Petrillo — he even posed for newsreels and 
still pictures playing the buffoon with a 
horn in his mouth — is ready to reverse his 
"we will never make records again" 
dictum. 

No, he hasn't gone soft. He's simply 
looking for ways in which he can make 
more jobs for AFM members. That's 
what he's paid for. • • • 




WSBT 



GIVES YOU PRIMARY COVERAGE 
OF A BILLION DOLLAR MARKET 



Retail sales in the priman' coverape area of 
W SBT totallp.l S1.(M)9,269.(K1()' in 1916! The rich 
counties of northern InJiaiia an<l southern Michi- 
gan which comprise this hillion-dollar market 
have a coinhined population of 1,300,5(10*. Anil 
there are 414.700 radio homes in this area 
(HMli report). Remember — this is all primary 
covi-rape! WSBT si-comlarj- coverage blankets 
two-thirds of Indiana, stretches well up into 
Michigan, and extends into Illinois and Ohio. 

•Sales Mana,rrn>rnt*E Survey ut bnying Tower 
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SELL 

No. 1 Market 



IN THE 

South's 
No. 1 State 

• WINSTON-SALEM 

• GREENSBORO 

• HIGH POINT 



WITHIN OUR 



PRIIVIARY + AREA 

210,200 PERSONS 

$179,469,000 
IN RETAIL SALES 

$283,685,000 
IN BUYING INCOME 

We Lead Day and Night 

In this Rich Tri-City {Market 

WRITE FOR OUR BMB DATA FOLDER 



TH E JOURNAL-SENTINEL STATIONS 

NBC 

AFFIUATE 
ll«pr**«nt«d by 
HEADLEY-REED COMPANY 



ibfoatet Hiei'cliaiiilijiiii! 



"Gfeatest Story Ever Told" and WLW were 
votedj respectively^ the best program and 
best promotional operation of 1947 by tlie 

College of tlie City of Kcw York. Plaques 
will be presented to botli on April 15. 
Fiisi awards in their respective divisions 
of the annua! CCNY competition went 
to VV'AAT, Newark, N. J.; CBS; Frederic 
Ziv; and Kayshow, Inc., for programs. 
Promotion "Awards of Merit" went to 
CBS; CBS-Pacific; KLX, Oakland, Calif, 
(two awards); WKY, Oklahoma City; 
Arthur Kudner, New York agency; 
KELO, Sioux Falls, S. D.; KMBC, 
Kansas City; MBS, Cincinnati; and 
MBS. Monorable mention went to a 
number of othci entiies. 

A clip of pie-throwing stunts which are a 

regular part of the Borden program 
Ctiu)i/>' Fair were included in a recent 
Aiffte Neus. CBS and County Fair ic 
ceived generous credit in the footage. 



An ash tray with a WDRC microphone en- 
graved on its base is one of the regular 
awards in that station's Shopping by 
Radio daily contest of the station. 

When a bear was born during the winter 
hibernation to a large black bruin, 
listeners to W'MT (Cedar Rapids, la.) 
were given the opfxirtunity of naming the 
offspring. The prize-winning name was 
Bezoo, for Bever Park Zoo where the cub 
was born. 

Although the Denver Post is not noted For 
its radio cooperation it has tied up with 
KLZ (Denver) in one of the most far- 
reaching newspaper-radio promotions 
e%'er consummated in the Rocky Moun- 
tain region. Five $500 awards in a soil- 
conservation competition will be made on 
a state-wide basis. 



6:00 

AM 



6:00 

PM 



"lUlPO 

IS first or second 

73^' 

of the hour periods, according 





to the latest Cincinnati, Ohio 
CONLAN SURVEY 
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MASON CITY 
IOWA 



1946 RETAIL SALES 

$33,148,000 

TALL CORN 
affiliate for 
one of I li e 
RICHEST farm 
areas in I li e 
nation 




MASON CITY 
IOWA 



Records are sold direct from the studio turn- 
table {It WJHP, J.'icksonvillc. Disk 
jockey Wayne Farrcll spins a program 
called Rodio Record Shop over WJHP 
and listeners arc urged to order their 
favorites delivered to their homes the 
next day. The station takes ordeis by 
phone .-Hid has sold 10,000. The program's 
Hooperating has also jumped during the 
period that this sales record was made. 

Corn Toastles are printing MBS "House of 
Mystery" thrillers on their packages. A myS' 
tery is told in eight captioned drawings 
appearing on the back of each box. The 
solution, written on a card enclosed in 
the package itself, is invisible until a 
piece of wet paper is rubbed over it. The 
stunt turns every box into a direct pro- 
motion for the program. Twelve different 
thrillers are pictured — one to a box -so 
that even finding the different tales be- 
comes a game for the youngsters. 

WKBW appears to have proved that listeners 
will take practically anything. Poster Brooks, 
who runs WKBW's Million Dollar BalU 
room, decided recently that he liked Art 
Mooney's Baby Face. He played it con- 
secutively for 45 minutes on the program 
(approximately 15 times). Result tied 
up the switchboards of WKBW and for 
no apparent reason all the rest of the 
station switchboards in town. Most of 
the calls which got through said they 
liked the tune. Buffalo sales for the tune 
jumped to a new high for a new disk. 

Broadcast tickets are added attractions for First 
Piano Quartet concert. When the Edwin 
Fadiman-NBC First Piano Quartet played 
San Antonio, newspaper advertisements 
were headed "Save Your Stubs." The 
ads called attention to the fact that stubs 
of tickets for the concert would serve as > 
admission to the Quartet's Saturday 
afternoon broadcast. 

There were 2,500 persons at the concert 
and over half that number turned up for 
the broadcast originated over WOAl 



I MR. SPONSOR ASKS 

(Co»if»ine</ from page 49) 

service would be rendered everyone con- 
cerned. The networks find it feasible, so 
should the representative. 

If national spot radio is to continue 
and grow, which it can do with the ever 
increasing number of AM, FM, and TV 
stations, representatives will have to lend 
their support to maintain the sponsor's 
desire to use spot radio. By giving the 
same degree of service after he takes the 
order, the spot representative is insuring 
his position in the future of this Big 
Business called broadcast advertising. 
Lillian Selb 
Timebuyer 

Foote, Cone & Belding, N. Y 





FIRST \\ 



in the 



I 




The 40th retail market 

DAVENPORT 
ROCK ISLAND 
M 0 L I N E 
EAST M 0 L I N E 



/ 



'FIRST to broadcast from a 
State Lesislature." 




5,000 Walts, 1420 Kc. 
BASIC NBC Affilials 
Col. B. J. Palmer, Pics. 

Bury! Lollfidjc, M31. 

DAVENPORT. IOWA 

National Representatives: 
FREE & PETERS, Inc. 
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SPEAKS 

Good Samaritan 

Each week new honors are heaped on 
The Greatest Story Ever Told, sponsored by 
the Goodyear Tire and Rubber Company. 

Last September sponsor selected Paul 
E. Litchfield, Chairman of the Board of 
Goodyear, as its "Sponsor of the Year." 
Since then scores of newspapers, maga- 
zines, religious groups, schools, and organ- 
izations of many descriptions have cited 
the program as an outstanding example of 
public service. This issue of sponsor in- 
cludes an item concerning the latest 
tribute (page 100). 

Therein lies a remarkable advertising 
story. For the sponsor who dared to 
venture into uncharted program waters, 



who insisted on "not a single word of com- 
mercial," who presented his network pro- 
gram as a public necessity at a time when 
the world needs to understand Christi- 
anity more than ever before, is reaping a 
rich sales reward. 

The purchase of Goodyear products is 
being boosted in unexpected quarters. 
An appreciative public says "thanks" in a 
way that does something to that sales 
curve. 

There's only one Greatest Story. We 
can't tell sponsors where to look to find 
something that will accomplish a like re- 
sult. But the Goodyear experience re- 
minds us that there is a generous harvest 
to be reaped for the sowing of more initia^ 
tive, farsightedness, and real understand- 
ing of public relations in radio program- 
ing. The sponsor must call the turn. 

We're reminded, too, that "bread cast 
upon the waters . . ." 

The Apathetic Advertiser 

How far should an advertiser extend 
himself toward acquiring a knoW'how 
and appreciation of broadcast adver- 
tising? 

Robert S. Keller, president of the radio 
sales-promotion firm bearing his name, 
maintains that a lot of potential sponsors 
aren't extending themselves at all. He 
says so with vigor and feeling (see "40 
West 52nd," page 6). 

We concur in this conclusion. Adver- 
tisers-thousands of them— haven't seen 
fit to educate themsel\'cs radiowise. 

But having agreed to this extent, we 
part company with Mr. Keller. 



He inclines to the opinion that adver- 
tisers apathetic to radio's virtues need to 
be reminded of their shortcomings. He 
writes, "Doesn't a successful educational 
process depend as much on the willing- 
ness to learn as the ability to instruct?" 
He points out that commercial radio has 
developed information "on circulation, 
audience, cost per thousand families, etc. 
to a higher degree of accuracy than any 
other medium." 

We concede radio's virtues. We be- 
lieve that radio has a better story to tell 
about its merits than any other medium. 

What Mr. Keller overlooks is a simple 
little fact that has been consistently over- 
looked by sellers of radio time generally 
Namely, that .advertisers are people. 

People, no matter who or where, like 
to learn (and buy) the easy way. The 
easy way for radio to make its presence 
felt by potential sponsors is via a process 
of easy-to-understand, easy-to-apply edu- 
cation that doesn't feel like education at 
all. The way to make them buy is to do 
some friendly but aggressive and con- 
vincing selling. 

Sellers of time have neglected a con- 
stiuctive, industry-wide, medium-selling 
program of promotion, publicity, and 
follow-up. The other media haven't 
Newspapers, magazines, billboards, and 
direct mail are cashing in on radio's 
negligence. It happens every day. 

There are signs that broadcasters have 
learned their lesson. It isn't too late. 
Advertisers are always willing to put 
their appropriations in the places that 
they're convinced will net the best return 



Applause 



DAYLIGHT SAVING NO PROBLEM NOW 



Daylight saving time, while lielpful to the country as a 
whole, has not been an unalloyed blessing. Farmers, whose 
days go by the sun, find that daylight time means merely 
that the clock reads an hour earlier when they start work — 
and their day is an hour longer. The entertainment world 
finds that it cuts into the box office for people generally wait 
until it's dark to go to motion pictures or the legitimate 
theater. To the sponsor using network time, it also has been 
a headache. With key cities on daylight time, his programs 
have frequently hit non-daylight areas at hours that were 
not right for his selling. He has frequently run into con- 
ditions where local advertisers in standard time areas refused 
to give up their time to permit the network airing an hour 
earlier than during the winter. Such refusals required re- 
cording the program off the network line and setting up a 
new time schedule. In many cases it further reduced program 
audiences. This year, the networks generally have agreed to 



forget their prejudices against putting recorded programs on 
the air and are networking most programs twice over specially 
leased telephone lines — once live and once recorded. The 
stations on daylight time will take the program live. Those 
on standard time will take the program when it's networked 
the second time. ABC, CBS, MBS are paying the costs of 
the second telephone line. It's expected that NBC will solve 
the problem in its own way. Network broadcasting has 
recognized that it has a responsibility to sponsors and to the 
public in this matter. It has also recognized that the habit 
of listening is so important that to disrupt it is to lose listen- 
ers—who are radio's stock in trade. 

ABC led the fight for the dual service that brings the 
nation's commercial network programs to the nation at the 
same hour on local clocks. The advertising fraternity owes 
the Ed Noble web a deep debt of gratitude. Sponsors, the 
public, and web affiliates themselves also have cause to 
thank ABC. 
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CINCINNATI'S FIRST COMMERCIAL 
TELEVISION SERVICE WLWT 



WLWT, Crosley Broadcasting Cor- 
poration's television service for 
Cincinnati, began commercial oper- 
ation on February 9 and on February 
I 5 a special T-Day celebration was 
observed throughoutthe Queen City. 

Television is not new to Crosley 
or Cincinnati. We established one 
of the first television stations in the 
United States in April, 1939, under 
thecal! letters W8XCT. Experimental 
television broadcasting has been 
conducted continuously since that 
date, interrupted only by the war. 

Now, after years of experimenta- 
tion — training personnel, developing 
programming and technical tech- 
niques — we are ready to provide 
Greater Cincinnati with the finest 
television service possible under an 
expanded, commercial operation. 

The newest, most modern televi- 
sion transmission equipment avail- 



able will, within a few weeks, be 
sending the sight-and-sound of 
WLWT. This new transmitter plant 
will deliver one of the strongest ef- 
fective radiated television signals in 
the world, assuring an even finer, 
more dependable service. 

The Crosley Broadcasting Cor- 
poration is proud to have estab- 
lished the first television service in 
Ohio and Cincinnati. We believe 
television Inevitably will become the 
world's greatest medium for mass 
communication. And not only can It 
be expected to provide the greatest 
and most effective advertising me- 
dium yet conceived, it must also con- 
tribute immeasurably to the broad 
fields of entertainment, education 
and religion within the home. 

WLWT Rate Card No. I , and we 
believe television's most unusual rate 
card, is now available upon request. 
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only formal thing about WJWs 
;M^.V with the hat program . . . 
1:00 to 1:15 P.M. across the board 
... is the producer's costume. Versatile 
Dick Hatton . . . the Man With the Hat 
. . . has a ready tongue and a lively wit. 
Whether he's on the sidewalk or in a 
store, his show . . . taped for reproduc- 
tion on the following day so the partici- 
pants as well as their friends can hear it 
. . . attracts scqres of shoppers. 



On a regular rotation . . . with a different store 
playing host every day . . . more than 130 repre- 
sentative independent drugstores participate in the 
program. Combined . . . these strategically located 
stores are a powerful selling force . . . represent 
five priceless advantages to drug manufacturers 
who need special coverage in the Great Cleveland 
market. 



W'JW "s MAN WITH THE HAT offers the oppor- 
tunity for iifiifiec/iate (iisti ibntioii , , . prompt point oj 
sale display . . . expert behhul-the-couuter sales help . . . 
complete co-operatioti Jroiii drug ivholesalers . . . and 
a highly responsive audience. We've prepared a brief, 
but complete, written presentation on this potent 
program. Your nearest Headley-Keed office or a 
WJW representative will be glad to show it to you. 
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